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Our New Catalogue 


just received from the printers, can be had for 
the asking. 

We think it is worthy of a quarter of an 
hour of any man’s time. 

There is information in it relative to ad- 
vertising for country trade. 
How it can best be done, etc., etc. 
; Those who are not interested in country 
i advertising should not send for it, because 
catalogues, as well as postage stamps to garry 
them, cost money. 


Atlantic Coast Lists, 
134 Leonard Street, New York. 
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THE BROOKLYN “‘ EAGLE,”’ 


AMERICA’S MODEL FOR A LOCAL NEWS- 
PAPER. 
By George P. Rowell. 

No finer example of clean, refined 
modern journalism can be found in the 
United States or in the world than in 
the Brooklyn Zagl, This paper is 
now In its 
57th year, 
and has 
kept 
steady 
pace with 
the city of 
Brooklyn 
and its 
growing 
and im- 
portant 

nterests, 
No matter 
what tide 
of sensa- 
tional and 
exagger- 
ited fic- 
tion has 
wept 
»ver the 
public 
ind for 
the time 
takena 
ho l d on 
1e minds 

f news- 
paper 
readers, 
the Hagle 
has never 
tepped from its high place to compete 
with this influence. It has always 
preserved its strong, clean and upright 
rsonality. By the high class of mat- 

r the Zagée has always published, its 

m independence in politics, its clear- 

t and strong editorials, and its many 
enterprises for the benefit of its con- 

tituents, both readers and advertisers, 


or. Witiam Hester, President Brooklyn Daily Eagle. 
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it has secured a hold upon the affec- 
tions of the best element of Brooklyn 
that is unique—unexampled, It is es- 
sentially the home paper. It is in the 
home that it is peculiarly strong in its 
influence, and this home influence is 
greatly augmented by the practice that 
has become common in many of the 
public schools of the city, where it is 
used daily 
by the 
scholars, 
who re- 
port mat- 
ters of lo- 
cal or na- 
tional in- 
terest that 
have ap- 
eared in 
its col- 
umns. It 
is the one 
newspa- 
per in the 
city of 
Brooklyn 
whose 
state- 
ments are 
an admit- 
ted and 
un ques- 
tioned au- 
thority on 
any sub- 
ject. The 
publisher 
every- 
where 
who will 
make his 
paper a family oracle and a clean suc- 
cess may take the Brooklyn Zagée for a 
model, and study its daily treatment of 
local matters with marked advantage. 
The Zagée has been called the ‘‘ great 
local newspaper of the world.”” In its 
news columns it devotes more space to 
an item concerning a Brooklynite, no 
matter in what part of the world he 
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may be, than it does to any sensational 
report of the finding of a murderer in 
Australia or the proclaiming of an 
African king of an unknown tribe. 
The home of the Zag/e is in one of 
the largest and handsomest buildings 
in the city—or in any city. It 1s 
located in the business center, is a 
beautiful specimen of architecture in 
the Renaissance style, built of a taste- 
ful combination granite, freestone, 
brick and terra cotta. It is elegantly 
finished in the interior, equipped with 
steam heat, electric light, gas, hydrau- 
lic elevators and everything that goes 
to make up an ideal newspaper home. 
The paper is printed on three quad- 
ruple Hoe presses of the very latest 
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patents, and they impress the beholder 
as models of perfect mechanism. They 
are as clean and bright as a lady’s 
jewels. 

The various enterprises conducted 


7 by the Zagé for the purpose of per- 


fecting and intensifying its hold upon 
its possible clientele are unique in 
themselves and far-reaching in their 
scope. Many for the benefit of 
Brooklyn people have doubtless been 
established from selfish motives, but 
every one is of direct benefit to the 
Eagle's readers and the general public. 
Chief among them may be mentioned 
its numerous bureaus. ‘The Washing- 
ton bureau was established years ago. 


Brooklynites make it their headquar- . 
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ters when visiting the nation’s capital. 

No citizen of Brooklyn visits Wash- 

ington without engrossing his or her 

name upon the register in the Lagk 

bureau. That is one of the things to 
be done. There is an ‘agi bureau 

in Paris, also, for the convenience of 
3rooklyn travelers. They are certain 

to make it their headquarters while in 

the French capital. Here a register 
is kept and the name of every Brooklyn 

visitor is cabled daily to the paper. 

There is a post-office in the Paris 
bureau where the mail of the Brooklyn 
tourist can be addressed and redirected 
if necessary, and there may be seen 
complete files of the Zagle and the 
New York papers. agée bureaus are 
established during the summer months 
at Saratoga and Asbury Park. At 72 
Broadway, New York City, there is 
maintained a handsome office for the 
convenience and accommodation of 
the Zag/.’s readers and advertisers. It 
offers every facility for advertisers 
that may be had at the main office in 
Brooklyn. Not least in importance 
and usefulness is the Information 
Bureau conducted at the home office. 
This institution occupies nearly half 
of one of the roomy floors of the great 
Eagle Building, and is one of the most 
attractive suites of apartments to be 
found in Greater New York—hand- 
somely and even Juxuriously furnished, 
the walls adorned with paintings and 
pictures of famous resorts. The In- 
formation Bureau was established for 
the purpose of aiding the Brooklyn 
public to secure suitable boarding 

house and hotel accommodations dur- 
ing the summer months at resorts in 
every part of the continent, and also 
to enable the Aug/e’s advertisers t: 
reap the best possible results for money 
expended with the paper. This ente: 

prise was an early and immediate suc 

cess, and has grown to proportions s 
surprising that it is now equipped t 
give detailed information not only con 
cerning summer resort boarding-houses 
and hotels, but for fall, winter and 
spring resorts as well. Here may 
always be found a complete supply of 
railroad and steamboat literature, tim« 
tables and tourist books. All gre dis 
tributed gratuitously, together wit! 
hotel announcements—just for th: 
asking. The bureau will, if requested, 
map out a tour not only for this coun- 
try but in Europe or any part of th 
world, and quote rates of fare to any 
point. All the preliminary arrange- 
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ments of journey or 
made here with the 
of buying the tickets. 

At summer resorts, 


= 


single exception 


winter resorts, at 


ENTRANCE TO EAGLE BUILDING. 
seaside retreats and mountain glens, if 
a Brooklyn man is there the mail 
brings the Zagle, and if the LZagle 
comes it may be taken for granted 
that a resident of Brooklyn is 
sojourning in the neighbor- 
hood. Brooklyn is its field and 
to Brooklyn’s wants it attends. 
Whatever of the world’s news 
is not calculated to interest the 
people of Brooklyn gets small 
space in the columns of the 
Eagle. 

“IT have gatyered thy children 
together, even*as a hen gathereth 
her chickens under her wings.” 

In a great city like Brook- 
lyn one office, no matter how 
advantageously situated and 
amply appointed, cannot fully 
answer the purposes of a great 
daily journal. The Zag/ years 
ago established branch offices 
in many parts of the city, for 


excursion can be receiving advertisements, and at each 


one of these information and service 
can be obtained which may be relied 
upon with just as much confidence as 
that given out from the main office. 
As outlying districts build up, new 
branches are opened. 

On the first of January, every year, 
the Zag/e publishes an almanac. This 
book is now in its 12th year and con- 
tains a record of every local interest. 
It preserves in the most lasting form 
the history of Brooklyn. Its last issue 
was enlarged to embrace the Greater 
New York territory and now covers the 
entire field as thoroughly as it does 
Brooklyn. A gentleman who has 
made himself familiar with the pub- 
lications of this sort issued from 
New York newspaper offices, says of 
this publication: ‘* Of all the annuals 
issued by the various large dailies, the 
Brooklyn Zag/e Almanac is entitled to 
the highest commendation. It has 
more facts and statistics concerning 
New York and Brooklyn and the 
Greater New York than any similar 
publication, and at least as much gen- 
eral information covering the entire 
country as can elsewhere be found.” 

Another enterprise which should not 
be overlooked is the Zagle Index. 
This painstaking work is published 
annually and is, as its name indicates, 
a complete index to the files of ‘the 
paper. Every item may be referredto 
and traced. It is an index to every 
important event or incident that -has 
occurred in all the world. 

Still another feature, one of the 
latest but not the least popular enter- 
prise, is the Zag Library, issued 
monthly and selling for 5 cents a copy. 


MAIN HALLWAY EAGLE BUILDING, 
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Its object is to preserve in compact, 
convenient and lasting form, matter re- 
lating to subjects of exceptional local 
or national importance which have ap- 
peared in previous issues of the paper. 
Notable issues of this library have been 
the Raines Law Bill, of which over 
15,000 copies were sold, the proposed 
charter of Greater New York, and the 
perfected charter as presented to the 
legislature. 

The Zagie hasalways taken an active 
interest in out-of-door sports and has 
offered many prizes to stimulate health- 
ful exercises. It has given valuable 
trophies to the winners of boat races, 


BROOKLYN EAGLE FREE 


foot ball contests, firemen racing con- 
tests, bowling tournaments, whist tour- 
naments, for homing pigeons and 
many other pastinies. 

The art department of the Zag/e is 
doubtless one of the most complete in 
the whole country, as is evident by the 
quality of the illustrations with which 
the paper is profusely embellished 
whenever occasion calls for them. 

The Zagie job printing department 
is an extensive adjunct to the paper 
and is the largest printing establish- 
ment in the city of Brooklyn. Fifteen 
presses are kept busy with the output. 

An interesting and popular enter- 


prise of the Zagle’s, one which has 
never been attempted by any other 
newspaper, is the annual outing ex- 
cursions conducted under the auspices 
of its information bureau. These are 
carefully planned and arranged, are 
personally conducted and very much 
enjoyed by Brooklyn people, who pat- 
ronize them largely. 

Every newspaper has its own modes 
and styles of advertising itself which 
are all more or less commendable. A 
successful method adopted by the Zag 
is the opening of its doors twice a 
week to the school children of the 
city. They come accompanied by 
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teachers, in orderly parties of twenty- 
five to fifty, and are taken in charge by 
a conductor, who accompanies them 
from the top to the bottom, showing 
every process of making a newspaper. 
The youngsters are also given refresh- 
ments in the restaurant of the Eagle 
Building, on the seventh floor, and 
each child may carry away some souve 
nir of the visit, as a piece of a 
matrix or a bit of the stereotype plate, 
and surely a copy of the paper that 
came fresh from the press. After the 
visit, each one of the children, as a 
school exercise, is expected to write an 
essay on what has been observed and 








PRINTERS’ INK. 7 


the impressions produced thereby, 
while they are still fresh and vivid. 

These are some of the features which 
have made the Zagé so popular and 
so strong in Brooklyn and so endeared 
it to the citizens, old and young. The 
people of Brooklyn swear by the 
£agile at alltimes, and the Zag/e stands 
at all times by the people of Brooklyn 
As an indication of how ever present 
this paper is in the Brooklyn mind a 
clergyman of that city relates that 
when teaching the Lord’s prayer to 
his little daughter, where she should 
have prayed ‘‘ protect us from evil,” 
she in her innocence phrased it ‘‘ pro- 
tect us from the 
eagle.” Asapa- 
per the Lagk 
fought consoli- 
dation into the 
Greater New 
York that it 
might secure for 
Brooklyn the 
very best terms. 
When it was 
successful in its 
efforts to see 
that the city was 
well taken care 
of and repre- 
sented,and could 
lose nothing of 
its old-time dig- 
nity through the 
new charter, its 
apparent objec- 
tion ceased, and 
it was glad to 
join in the march 
of progress. 

The paper has 
ever been a 
mone y-maker. 
It has a generous 
advertising pat- 
ronage from which it receives always 
fair and equitable and, therefore, good 
rates, and it has always been one of 
the scarcely a baker’s dozen papers 
of the country which has invariably 
stood firmly by its card. It has never 
made anyoncession from its prices to 
any advertiser; therefore no advertiser 
in the Zag ever for a moment feels 
that somebody else is securing any 
better terms than he enjoys. Every 
one dealing with this paper is treated 
absolutely on the same _ impartial 
terms. 

It is certainly true that in Greater 
New York no one paper will so 


#iersert F. Gunnison, 
Business Manager Brooklyn Aag/e, Treasurer 
American Newspaper Publishers’ Association, 
and an all-around newspaper expert. 


thoroughly represent a local section as 
the Brooklyn Zagé will represent the 
Brooklyn borough. In fact, it is 
doubtful if there will be any paper in 
the city that will be referred to with 
so much confidence as authority on 
questions of local importance to 
Greater New York. It has been the 
great local paper of Brooklyn, is 
destined to be the greatest and the 
best local paper of the greater metrop- 
olis. 

PRINTERS’ INK, the ‘‘ Little School- 
master in the Art of Advertising,’’ re- 
cently took occasion to mention a list 
of eight evening papers of such pecul- 
iar excellence 
that it was 
doubted if there 
could be named 
one other paper 
possessing a bet- 
ter right to a 
place on the list 
than the poorest 
one of the eight 
named. Among 
these eight pa- 
pers was the 
Brooklyn Zagé. 
As an evening 
paper pur excel- 
lence, a home pa- 
per, a paper that 
the citizens of 
its city know and 
value, the 
Eagle’s place is 
so high that it 
may safely be 
asserted none 
has a higher. 
Among the eight 
papers named 
the Zag is the 
one that has 
made most 
money for its proprietors. It is the 
one that makes most money to-day. 
It is in no sense a cheap paper. It is 
not sensational, It is clean. It is re- 
spectable to that degree that nothing 
may be looked for in its columns that a 
young girl may not read aloud at home 
in the family circle. 


An old advertising agent of New 
York City, who read this article in the 
manuscript, said it contained no state- 
ment that he did not know to be true, 
but he nevertheless found himself sur- 
prised to have marshalled before him 
at one time so much evidence of what 
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a very great paper the Brooklyn Zag 
really is. New Yorkers are so in the 
habit of undervaluing Brooklyn, and 
the Zag is so reticent about assert- 
ing itself outside of Brooklyn, that both 

rties (the Zag/e and the great public) 
eo less of the other than a due re- 
gard fortheir own good would seem to 
require. 











If the Zagle were appreciated at its 
true value by advertisers in New York 
and elsewhere throughout the United 
States as it is by its home patrons, the 
demands upon its columns from out- 
side the City of Churches would soon 
necessitate a readjustment and an ad- 
vancing of its advertising rates. 

Of four daily papers of Greater New 
York that are sometimes classified as of 
about the same grade as to character 
and influence—viz., the New York 
Tribune, Evening Post, Néw York 
Times and Brooklyn Zag—the Eagle 
has a daily sale a little larger than that 
of any of the other three, and each one 
of the other three charges advertisers 
a higher rate than is demanded by the 
Eagle—exceeding it, in fact, by thirty- 
three, by sixty-seven and by one hun- 
dred per cent, 


— - 
CERTAIN TO PROVE FUTILE. 

We do not assert that there are no abuses 
connected with department stores; if they 
employ more child labor than other stores, 
if they are taxed less than other stores, the 
law should interfere. But there is no more 
reason why the law should antagonize the 
organization of big stores than that it should 
antagonize the erection of big factories. In 
so far as the department store introduces 
more economical methods of handling goods, 
it is to be welcomed. Resistance to it is 
like resistance to the introduction of labor- 
saving machinery. However natural it may 
be on the part of those who feel the stress of 
the new competition, it is resistance to prog- 
ress, and certain to prove futile.— 7he Out- 
look, New York. 


Sr eee 
CONDITIONS ALTER CASES. 
The man who insists that the same adver- 
tisement will do for all classes of goods for- 
ts that Samson got into trouble because he 
ad his hair cut, and Absolom came to grief 
because he didn’t,—New /deas, 








PRINTERS’ INK. 


REPETITION. 


I think few advertisement construct- 
ors appreciate the immense value of 
repetition in advertisement writing. 
By this I do not mean that form of ad- 
vertising so popular among the En- 
glish of repeating a single word or 
sentence half a hundred times down 
the column of a newspaper, but I have 
a theory that an advertiser should re- 
peat in every advertisement that he 
publishes or displays some phrase or 
sentence that will, in time, become 
indissolubly associated with his name 
or the particular article he sells. 

Napoleon said that repetition was 
the only serious figure in rhetoric—one 
might to-day add that it is the first 
figure in advertising. Declare in big 
letters, day after day, that ‘‘ Royal 
Baking Powder is Absolutely Pure,” 
that ‘‘Children Cry for Castoria,’’ o1 
that ‘‘ Yale Mixture is a Gentleman's 
Smoke,” and by its continual repeti- 
tion alone the idea becomes so fixed in 
the minds of readers that they will at 
last accept it as demonstrated truth. 
Don’t stop to reason, or to prove it, 
for if you do your authority is gone. 
There is no“surer way of planting an 
idea in the popular mind than by 
simple affirmation. Dogmatism may 
not be very popular to-day in theology, 
but there cannot be too-much of it used 
in puffing one’s goods, provided al- 
ways the same is done with a dash of 
style and in perfect good taste. All 
great ideas in the past have spread 
through continual and positive affiirma- 
tion. Millions of Orientals sum up 
their belief blindly in the assertion : 
‘There is but one God, and Moham- 
med is his Prophet.’’ This has been 
the rallying cry of the followers of 
Islam for centuries, and they never 
stopped to argue the matter with those 
they endeavored to convert. The 
strongest passages of Scripture, those 
most easily remembered and most 
frequently quoted, are all simple affir- 
mations.—/ame. 


FIVE INDISPUTABLE POINTS 
MECCA 
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“IF YOU SEE IT IN THE SUWN IT’S So.” 


It is when a man or woman needs 
something that an advertisement of 
that thing in a newspaper impresses 


him or her. 


That is why continuous advertising 


is generally most profitable. 


But the advertisement and the time 





and the reader’s eye must come to- 





gether. 


If your advertisement is in 


iy 


it will be seen, because every reader 
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reads every page. It is, as you know, a 


newspaper made to be read from first 





column to last. 


THE SUN, 


New York. 
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“LOOKING BACKWARD.” 
By Jobn Chester. 

A retrospective glance into the past 
would lead us to believe that greater 
progress has been made along the lines 
of advertising during the last ten years 
of the world’s history than in almost 
any other branch of literature, science, 
art or industry. Looking backward a 
decade, we can realize what big strides 
the business of advertising has made 
in regard to originality, diversity of 
method, boldness of display, increase 
of expenditure, and, more than all, the 
general acceptance of the fact by all 
enlightened business men that adver- 
tising is necessary to trade and a profit- 
able investment when properly done. 

That commercial men have, in late 

ears, been thoroughly well educated 
in the value of publicity is proved by 
the vast increase in the number of ad- 
vertisers to be found in almost any 
publication we can pick up. It is also 
proved by the large number of maga- 
zines and newspapers that have sprung 
into existence during the period above 
named, for ninety-eight per cent of 
them could exist only by virtue of the 
advertising they carry. The number 
of publications issued merely to gratify 
a pet fad of the proprietor or propri- 
etors is infinitesimal. They are all 
ublished ‘‘ for revenue only,” and the 
at of the revenue comes out of the ad- 
vertising end of the paper, not the 
subscription department. 

The ad-smith is a direct and natural 
product of advertising progress. Ten 
years ago he was—as we now know him 
—an unknown quantity. True, all the 
large houses had their advertising man- 
agers who prepared and placed copy, 
but they did it exclusively for the firm 
employing them, and they in no sense 
he the general ad expert of the 
present day. If I mistake not, the first 
man to so advertise himself was Mr. J. 
E. Powers after he left John Wana- 
maker. But to-day the ad-smith’s name 
is legion, and though they are not all 
millionaires, very many of them find 
plenty of profitable employment. 

The growth of outdoor advertising 
during the period mentioned has been 
phenomenal. The circus and theater 
used to monopolize this medium, but 
the commercial advertiser has almost 
altogether supplanted both. In spite 
of the big rise in prices, there are many 
more general busnesses advertised out- 
doors to-day than there were formerly, 
and it is evidently a paying method. 
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This fact has developed large busi- 
nesses and added materially to the in- 
comes of those who have -suitable 
spaces to rent for sign or poster. It 
has largely increased the trade of 
printers, papermakers, painters, car- 
penters, etc., and given employment to 
thousands who would otherwise proba- 
bly be without work. 

The improvement in general adver- 
tising, in a literary and artistic sense, 
has been most marked, and the lead- 
ing magazines of to-day, compared 
with those of ten years ago, show busi- 
ness announcements that evidence both 
skill and care. Almost anything 
would pass muster as an ad in years 
gone by, but now the artists and com- 
positors are vieing with each other to 
see who can bring forth the most beau- 
tiful and attractive productions—those 
that shall best awaken and sustain the 
admiration and interest of the public. 

The booklets and circulars of modern 
times are also in the progressive line. 
More money is now expended on the 
preparation and production of a book- 
let than ten firms would have been 
willing to spend for the same purpose 
in former years, but it pays, and the 
commercial world now realizes the full 
value of good and artistic printing. 

And, when we look backward over 
the advertising field, and note its im- 
provements and its great progress— 
when we compare the trade announce- 
ments of to-day with those of a decade 
back in methods and matter—when we 
reflect that business people all over the 
country have been gradually educated 
in the art and practice of advertising, 
until we stand in this respect ahead of 
all other nations—it will be but just and 
right for us to take off our hats tothe Lit- 
tle Schoolmaster—to PRINTERS’ INkK— 
whose teachings have been very largely 
responsible fa for the w wonderful change. 
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“A SELLING RACE,” 
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OREGONIAN BUILDING IN 1853. 
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THE PACIFIC NORTH- (© 
WEST. 


That Oregon was redeemed 
in the late presidential election 
is due to the Portland Ove- 
gonian, the great daily of the 
Pacific Northwest. The Ove- 
gonian is able and honest. It 
covers a great field. The 
Eastern advertiser who seeks 
the trade of the Pacific North- 
west may safely expend half | 
his advertising appropriation | 
with the Oregonian. The | 
other half may perhaps be di- 
vided among five or six other 
papers of importance. * * * 
From Editorial, Printers’ Ink. 











the Oregonian 


DAILY, SUNDAY AND WEEKLY 
EDITIONS. 


ITS FIELD 

a Population 
PORTLAND (Orriciar) - + 81,342 
PORTLAND’S SUBURBS . 17,800 
STAT fm Oursioe of Portiano 





APPROX . 275,000 
WASHINGTON 375,000 
WAHO . +--+ + «+ + + 100,000 
WESTERN MONTANA . 90,000 
BRITISH COLUMBIA 100,000 

TOTAL 1,039,142 











E, G. JONES, 


IN CHARGE OF ADVERTISING. 
FFF. 


The S.C.Beckwith Special Agency, 


Sole Eastern Agents, 


Tribune Building, 


The Rookery, 
New York. 


Chicago. 


Ono 
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WHICH ? 


(From Printers’ Ink for March 17.) 
Printers’ Ink knows a man who is inter- 

ested in a patent medicine. It is used, in 
about the same proportion, by rich and poor 
alike. It is sold in 5, 10, 25, 40, 50-cent and 
$x sizes. By an arrangement with an adver- 
tising agency, he has become entitled to a 6- 
inch double column displayed illustrated ad- 
vertisement to appear once in any six New 
York dailies he may select. A list of the 
New York dailies is here shown, and the per- 
son who is now reading this page is asked to 
name, in the order of his choice, the six pa- 
pers that will in his opinion do the advertiser 
most good. It must be borne in mind that the 
comparative cheapness or dearness of the 
publisher's charge for the service does not 
interest the advertiser, as he is entitled to an 
appearance in the six papers of his choice 
without any cost whatever to him. 

Morgen Journal. 

New Yorker Zeitung. 

New Yorker Herold. 

Commercial Advertiser. 
Advertiser (morning). 
Telegram. 
Mail and Express. 
ournal (evening). 
gun (evening). 
Press. 


Post. 
News. 
Journal (morning). 


imes. 
Journal of Commerce, 
rri e 





bune. 

Staats Zeitung. 
World (evening). 
World (morning). 
Sun (morning). 
He 5 

Please send reply to. 

Printers’ Ink, 10 Spruce St., New York. 


In response to the above applica- 
tion thirteen persons have made selec- 
tions of six, a total vote, therefore, of 
78 votes, divided as follows : 


Evening 

Morning Sun 

Evening World a 
Morning World.............+++++- 
Evening Sun — 
Tribune 

Evening Journal.... 

Times 


News...... 
Mail and Express 
Telegram 
Of the twelve who voted for six pa- 
rs each, first choice was awarded as 
ollows : 
Evening Sun 
Evening Post 
Morning World 
eral 
Morning Sun 
Evening World 
For second choice the votes stood as 
follows : 


Morning Journal... 
Evening Post... 
Morning World 
Evening Sun 
Herald ... 


by three. 


by four. 
by two. 
by one. 





It may be stated that every man who 
cast a vote was an advertisement ex- 

rt—one who has passed long years 
in placing advertisements. 

The cost of inserting the specified 
advertisement would be as follows : 

In the Herald................$168 00 
In the Morning Sun 

In the Evening World 

In the Morning World 

In the Morning Journal 

In the Evening Post......... 

It may interest the reader to be told 
the schedule price of each of the other 
papers named. They are as follows: 

Staatz Zeitung 
Tribune 80 
oo 
oo 


ournal (evening) 

fail and Express 
Telegram 
Advertiser (morning) 
Commercial Advertiser 


New Yorker Zeitung. 
Morgen Journal 


It will be seen that some of the pa- 
pers chosen as better charge less than 
some that are not chosen. Questions 
of comparative value and coniparative 
cost are what puzzle the man whd has 
money to spend for advertising. 


ee. 
THEY ALL APPLIED. 

The other day an engagement was men- 
tioned in one of the afternoon papers. It 
was in the last edition of the paper, but early 
the next morning several) awning makers 
were at the home of the future bride’s pa- 
rents, soliciting the contract for supplying 
an awning when the event came off. ©n the 
same morning, and in the first mail, no less 
than half a dozen printers and engravers sent 
samples of their work, and quoted prices for 
which they would be willing to prepare the 
wedding cards, according to the latest dic- 
tates of fashion. During the remainder of 
the week milliners, caterers, dressmakers, 
liverymen, furniture dealers, hardware men 
and dry goods merchants made known their 
desire to supply the future bride and groom 
with all the outfit that they might need or 
imagine they needed. The young folks are 
now waiting for bids from ministers who are 
willing to tie the knot at bargain prices.— 
Furniture Trade Review. 


east phe sthe SN OS 
A PAPER’S CONSTITUENCY. 

It is not an easy thing accurately to esti- 
mate the tastes and temper of a paper’s con- 
stituency. Editors, whose business it is to 
know their readers, find it difficult to judge 
of the popularity of untried features. They 
hesitate, they throw out “ feelers,”’ and¢hen 
they sadly miss it sometimes. But an adver- 
tiser comes merrily along and puts the same 
ad in a hundred different papers with a hun- 
dred different classes of readers, and when 
his money is all gone wonders why he doesn’t 
get greater results.— Our Ow. 


- oe acta en 
Tuer: is a difference between brevity and 
abruptness in the ad. 
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Che New Pork Times 


“Ali the News That's Fit to Print.” 





NDW YORK, WEDNESDAY, MARCH 10, 1897. 
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NEWSPAPER ADVERTISING 

THE TIMES receives a large number of 
letters commending it for refusing to 
publish vicious and sensational matter 
We reprint below an extract from one 
of these letters because of the evidence 
it contains that the recent movement of 
protest against contaminating newspa 
pers is taking a direction not hitherte 
generally foreseen: 

“In these days of flippancy and sensa 
tionalism I feel that it is worth a great deal 
to a community to } Pa me 4 r 
that is clean and dignified and at the same 
time conservalive aud able il ems : 
beyond all question that THE TiMt 
gradually win widespread public recog: 
and patronage. 

“IT hope to be able to increase our adver 
tising with you in the early future 


This letter comes from,one of the larg- 
est advertisers in New York City It is 
significant of the rapid growth of public 
sentiment and conviction in regard to 
newspapers. At first there is a moral re- 
volt against the unclean and sensational 
examples of the “ new journalism 
and women condemn them and exclu 
them from their households Then 
feeling of repugnance spreads from indi- 
viduals to organized bodies Libraries, 
clubs, and reading rooms place the *“ new 
journals "’ under their ban. Inevitably the 
next step is one involving business pat- 
ronage. Advertisers begin to inquire 
whether newspapers which have lost or 
are in process of losing their respectable 
readers, their readers who have the 
means to purchase goods, are any longer 
valuable mediums for their announce- 
ments. They begin to see clearly that 
the newspapers that have and hold the 
attention of intelligent and respectable 
men and women possess the highest 
value for the advertiser 

One reader who examines his paper 
with intelligent attention that overlooks 
nothing in its contents is worth more to 
the merchant whose advertisement ap 
pears in that paper than 300 boys who 
buy the other kind of newspaper merely 
to read about a prizefight 





The circulation of the New Yorx 
I'imes has nearly doubled within the 
past six months. 
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BAD ADVERTISING. 


BAD FOR THE PUBLISHER AND BAD 
FOR THE ADVERTISER, 


The attention of PRINTERS’ INK has 
been called to the advertisement order 
sent out by the T. A. Slocum Co., 
manufacturing chemists, 98 Pine 


to certain of the co-operative lists, to 
be inserted by the year, at a dollar per 
inch per paper, but the managers of 
the said co-operative companies de- 
clined the advertisement because that 

rice was below their lowest schedule. 
The advertiser thereupon decided to 
mail the offer to about five thousand 
papers of the sort which will be classi- 





street, New York. A _ reduced fac- 





American and European Newspaper Advertising and Publicity Department 


G OF _ Necum Cv 


¢ Myprufactuung Chemists 

















98 Pine Street, Slocum Building 


jew Goth, Ft 2th 

















Be. Mo hamcte y 


Dear Sir:-- 


We will y you 


4-2 


to run the enclosed 


advertisement, 52 weeks, among any kind of reading matter, 
\ 

Mot display advertising, on any page that hee your town and 

county or editorial news, and you may send bille quarterly, 


end they will be paid promptly. See references above. 


Please insert at once, drop ue @ postal ecard of accep- 


tance, and place our name on your @ailing list. 


Here 16 some ‘*prosperity’’ that te helpful. When we 


once get started in @ peper, we never drop out if treated 


properly. * 


Always sincerely yours, , 


Miblecumle 


Pa ah,At mee Lf yonn hist Sic. Att. 


Meee Ueethe. 


a oe wee GG pe DY af. « eovtiet.. 
38 shinai I, : 


sack 


Any forma” 9 Ban hcl, fia . 
Viet a a Zee Pe 


“CCR Ut, Yok LF. 





simile of the order is shown here. 
Note the comment of the publisher 
who received it: ‘‘If we should 
accept your contract it would be less 
bother for us to take up a collection 
each quarter than to send the bill, but 
we do not care for any ‘ prosperity’ of 
this kind.” 

PRINTERS’ INK has knowledge that 
this five-inch advertisement was offered 


fied in the next issue of the American 
Newspaper Directory with J K L cir- 
culation ratings; that is, papers not 
supposed to issue more than a thousand 
copies. The firm of T. A. Slocum 
Co. is known to many publishers, and 
has the reputation of paying its bills, 
and therefore its proposal received 
consideration on its merits, and 
PRINTERS’ INK has information that 


i 


nn eC eS. 


®oscsocoonr 


oO 


ao 


Coney’ a7. 
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out of the five thousand offers made advertisement was to be set in type in 
the advertisers very promptly had the office of the paper, and the atten- 


fully two thousand acceptances. 





A NEW TRIUMPH. 


The Dreaded Consumption 
Can Be Cured. 


T. A. Slocum, the Great Chemist and Scientist, 
Will Send to Sufferers, Three Free 
Bottles of His Newly Discovered 
Remedies to Cure Consumption 
and All Lung Troubles. 

Nothing could be fairer, more philan- 
thropic or carry more joy to the afflicted, 
than the generous offer of the honored 
and distinguished chemist, T. A.Slocum, 
M.C.,of New York City. 

He has discovered a reliable and ab- 
solute cure for consumption, and all 
bronchial, throat, lung and chest diseases, 
catarrhal affections, general decline and 
weakness, loss of flesh and all conditions 
of wasting away; and to make its great 
merits known, will send three free bottles 
of his newly discovered remedies to any 
afflicted reader of 

Already his ** new scientific system 
of medicine” has ‘permanently cured 
thousands of apparently hopeless cases, 

The Doctor considers it not only his 
professional, but his religious duty—a 
duty which he owes to suffering humanity 
—to donate his infallible cure. 

He has proved the ‘‘ dreaded consump- 
tion” to be a curable disease beyond a 
doubt, in any climate, and has on file in 
his American and European laboratories 
thousands of ‘* heartfelt testimonials of 
gratitude” from those benefited and 
cured, in all parts of the world. 

Catarrhal and pulmonary troubles lead 
to consumption, and consumption, unin- 
terrupted, means speedy and certain 
death. Don’t delay until it is too late. 
Simply write T. A. Slocum, M.C., 98 Pine 
street, New York, giving express and 
postoffice address, and the free medicine 
willgbe promptly sent. Please tell the 
Doctor you saw his offer in 





To the Foreman.—This is to run top of 
page, next to pure reading matter, or 
among pure reading matter. Set as near 
like copy as possible, and occupy about 
same space as copy. 


Insert 
“@ name 
of paper. 








| made 


| paper to 
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The tion of PRINTERS’ INK has been called 


to papers using 
a larger type 
than that re- 
quired for the 
body of the ad- 
vertisement and 
in some the en- 
larged adver- 
tisement occ u- 
pies not less 
than a third of 
a column of 
space. To get 
five inches in- 
serted in a pa- 


| per of, let us say, 


five hundred 
circulation, for 
$5 yearly, seems 
very cheap, but 
is it so? “The 
Little School- 
master insists 
that in placing 


| this advertising 


several mistakes 
have been 
Who can 
doubt that every 
publisher who 
agreed to set 
the five inches 
in type and run 
ita year for $5 
(which includes 
a copy of his 
be 
sent to the ad- 
vertiser and ne- 
cessitates send- 
ing four bills, 
one each quarter 
for $1.25 each, 
also corre- 
spondence with 
the advertiser 
about alleged 
omissions or 
missing papers), 
and who fnally 
receives his four 
checks for $1.25 
each, and mails 
his receipted 
bill four times 
—who can 
doubt, we ask, 
that when the 
publisher gets 


| through he will 
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be nearer the poorhouse than he would ita, Kansas, with circulation ratings 
have been had he declined the order? marked in the margin. One paper 
The reader must not suppose, however, has less than 500 circulation, another 
that, because the publisher has made less than 300, another issues four 
an error, Messrs. Slocum & Co. have quires and another prints from two 
the benefit of it. They have not. to three quires. There is no price 
Five inches in the country papers ac- low enough to warrant an advertiser of 
commodates sixty nonparcil lines. If to-day in dealing with local papers of 
any man is buying cheap advertising— less than a thousand circulation unless 
actually cheap—he is always buy- 
ing it for less than a seventh of a 
cent a line for a thousand circulation, 





WICHITA, &¢ b., Sedgwick Co 







W hat he pays above that he pays for We, Chicago, Rock tslanf & Pacific, Mis 
s . . ‘ : souri Pacific and St. Loyis nm Francisco 
quality, and Messrs. Slocum & Co. Rae. 2nd Orent Anengle cb month of Lutic 


will not claim that they are buying 
quality to any marked degree when 
they secure the two thousand papers 
under consideration. Sixty lines, 
at a seventh of a cent a line, would 
amount to 8 4—7ths cents per inser- 
tion. Multiply 8 4-7ths by fifty-two 
insertions and we find that at a sev- 
enth of a cent a line per paper the 
equitable price would be $4.46 per 
paper, but this is on the basis of a 
thousand circulation, while the aver- 
age issue of these papers would not 
be asserted to be more than five 
hundred copies per paper and, 
therefore, $2.23 is the regular price | sevrnonss ‘ 
which Slocum & Co, should pay for wien te m4 0 fae to in bee. EIGER, 
if they were buying the advertising | °¥ rah iy four paw 
really cheap. Now let us look at the | * 
case in another way. The Philadel- 
phia Record issues 170,402 copies es vente fo lng 
daily, or at least did so, taking one coer ae zx25. subscription $2, 
4 


“f Whe 


2. y 
i iw vha Hoensche iat, po Bos aa 
sher, tiated at Gutbrie, Okla; cir- 





ROL D; Thursdays; German; fou 
RH. subscription $2.0, establis hed 
Ty J. joenscheidt, editor and publisher, 


sas fc om MONER; Theres faves 








1896. At one-seventh of a cent a 

line per thousand circulation, the ’ 

> * o aL ‘BAPTIST. badge Ay 

Record would be entitled to 24 | Fridays, negro: vaptist; 

343-1000 of acent per line. They ° 

actually do charge 25 cents a line | wsr$ito.‘tstavlunea bot Peres Louglanas, 
editor. Longlands & Co., Bs we, circu 


for one insertion. Now, one issue | fon - 
TIMES; Thursdays republican eigby 


of the Philadelphia Record is equiva- Pages gi Aze, subscription $1; established 2 3 
lent to 341 of the little country pa- | «ircanating ...™ Siltor ant pues 


subscription s! 0; estat 
Carter, editor and pub 





day with another, during the year | {isher: cated at Kingfisher. Okla; circula 
a “MLeROR: Saturdays: society: sixteen ( WAV 






3 apie “WESTERN METHODIST; Thurs 
pers, and as it appears six times a days fethnintlg he et i stare, 
week it prints as many copiesa week AMERICAS HORTICULTURIST, 
as all the two thousand papers | stoscrinticn scents, establisbed Isl, Cot 
Messrs. Slocum & Co. have contract- circulation. accorded 1, 
‘Ds* RECORD; pao 


ed with. subscription cents = cbisne 4 
it foot: E Lambo ra, editor and publisber. cir Pm 





> — “— sail : On “rat 
. PRINTERS INK has no hesitation “PEADER, monthly: twelve pages 10x12; 
in saying that the circulation of the | Gotnngb eneeeisass r Prigting C on. a - 
Usbers -_" 


cuculatioa 





Record will sell for Messrs. Slocum 
& Co. as many goods as an equal 
issue of the little papers averaging five the contracts are bunched, as is the case 
hundred copies weekly, and it would when the order is placed\. with the 
take more than 2,000 such to equal managers of some one of the co-oper- 
the weekly output of the Record. ative lists. The impression that the 

To show that papers having less home side of the paper is more valu- 
than five hundred circulation are not able to the foreign advertiser is alsoan 
uncommon, we reproduce here a sheet error. The best side to have the ad- 
furnished to the editor of the Ameri- vertisement appear on is the side that 
can Newspaper Directory from Wich- has the best press-work, 





a 
nin oot iw 


at, a7 Sew he 2 








a 3 ee 








PRINTERS’ INK. 








Pha 


SAN FRANCISCO 


CAL 


SPEAKS FOR ALL. 








ESTABLISHED 1856. 


CHARLES M. SHORTRIDGE, 


Editor and Proprietor. 


A GREAT NEWSPAPER 


With a Large 
Circulation... 


Daily Circulation Exceeds a . 51,000 
Sunday CircuJation Exceeds . . 57,000 


Recognized as the Family Paper 
of the Pacific Coast. 


The Advertising Agency with whom you do business 
will indorse the CALL as an éxcellent advertising medium. 


” A Test Will Prove its Value to You. 


Further information furnished gladly. 
For advertising rates, address 


D. M. FOLTZ, Eastern Manager, 
34 Park Row, New York. 
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THE PEOPLE 
WHO BUY 


There are seventy million people 
in the United States. Five-sevenths 
of these—fifty million—live elsewhere 
than in great cities. 

He who secures their trade can 
afford to let the others go. 


You can reach some of them 
threugh other mediums. You can 
reach all-of them only through their 
local weeklies. 


The insertion of your advertise- 
ment in 1,500 of these, covering the 
Middle West, the very cream of them 
all, is as easy for you as advertising 
in a single paper and the cost is very 


reasonable. 
CHICAGO NEWSPAPER UNION, 

10 Spruce STREET, 93 SOUTH JEFFERSON ST., 
New York. CHICAGO. ' 


The papers of the Chicago Newspaper Union lists are the most 
thoroughly read papers in the country. More than half of them are 
the only publications in the communities where they are issued. 
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HOW TO DO IT. 


DIFFERENT PUBLISHERS HAVE 
ENT VIEWS. 

The following communications are 
reproduced to illustrate how various 
are the views of newspaper men as to 
the proper methods to be pursued in 
the compilation of a directory that at- 
tempts to report newspaper circula- 
tions. Newspaper publishers agree 
that there is no more important ques- 
tion. Circulations certainly ought to 
be stated in a way that will enable an 
advertiser to compare the average 
issue of one paper with that of an- 
other. The Indianapolis Vews insists 
that the right of the advertiser to know 
the measure of his purchase in circu- 
lation is no less than the right of the 
publisher to know the weight of print 
paper received from the mill. 

THE CHICAGO VIEW. 
Office of “ Tue Rartway Review.” 1 
Cuicaco, Feb. 10, 1897. j 
Ed. American Newspaper Directory: 

1 am in receipt of your circular letter cover- 
ing proof sheets of your intended newspaper 
directory for 1897. 

We are not aware that we are under obli- 
gation to furnish you the information you 
desire. This, however, will notify you that 
the information you propose to publish, as 
indicated in your proof sheets, is both false 
and libelous and we shall avail ourselves of 
the provided means of redress should you 
publish same. We do not desire a place in 
your directory. Yours truly, 
Tue Ramway 
James Peasopy, Man'g 


THE INDIANAPOLIS VIEW. 
Office of “ Tue Inpianapoiis News.’’ ) 
Largest circulation in America in pro- 
portion to population of city. 
INDIANAPOLIS, Ind., Feb. 12, 1897. } 
Editor of American Newstgper Directory: 
On this matter of correct circulation 
ratings my position is well known. I would 
long ago have supported the American News- 
paper Birectory, to the extent of advertising 
in it constantly, if its editor could: see his 
way clear to eliminate the according of a 
rating upon a single statement of the mini- 
mum issue of the year. This exacts but one 
lie in a year to obtain the rating, while the 
requirement of a detailed statement makes 
ut least 3x2 necessary. One can be done in 
the dark almost without witness, while the 
other mores the liar among his whole list 
of em on 
With sincere regard, yours, 
Ww RICHARDS, 
Manager of the News. 


THE ALBANY VIEW. 
Office of “* Toe Times-Union. 
Joun H. Farre.t, Editor and Prop. 
Apany, N. Y., Feb. 5, 1897. 
Editor American Newspaper Directory: 

1 will never ask the secretary and 
treasurer of our company, who has charge 
of our circulation department, to waste 
valuable time filling out from his records 
the blank at hand from you to-day. His 


DIFFER- 


Review, 
Editor. 


” 
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affidavit giving the lowest number of papers 
printed any day during the year should be 
sufficient for the most exacting advertiser. 
Sincerely yours, 
Joun! H. Farrect, 
Supreme Court CHAMBERS. 
State or New York, / 
Crry anp County or Axsany. { ** 
James H. Leake, secretary and treasurer 
of the 7imes-Union, being by me duly sworn, 
doth solemnly swear that the smad/est num- 
ber of the /imes-Union printed any issue 
between January 1, 1896, and January 1, 
1897, was complete copies. 


Secretary & Treasurer “ Times-Union.” 
Sworn to before me this day of 


Justice Supreme Court. 
THE SAN FRANCISCO VIEW. 
Office of “ Tue Examiner.” t 
San Francisco, Feb. 17, 1897. } 
Editor American Newspaper Directory: 

Anything which will tend to eliciting the 
correct circulation of newspapers is a the 
utmost importance to the Examiner, and we 
should imagine it would be to other news- 
papers. 

Your present system has a serious weak- 
ness, as it does not contain any plan for 
checking publishers’ statements. A great 
improvement on your present plan would be 
to establish a certain class of ratings for 
papers supplying c omple te statements, as at 
present, and whose publishers wil! agree to 
submit their books to examination by the 
Directory publisher or any competent expert, 
in case their statement is challenged. To 
prevent the practice of reckless challenging 
of publishers’ statements, we would suggest 
that a challenge be not considered unless 
accompanied by an amount of money suffi- 
cient to pay for the expense of expertin 
their statement, and which amount should 


be forfeited to the publisher of the Directory 


in case an investigation showed the pub- 
lisher’s statement to be correct. The trouble 
with the present plan is that a publisher who 
would lie about his statement in bulk is 
likely to lie about it in detail. 

Yours very truly, 
T. T. Writiams, 


Business Manager Examiner. 


WANT THE GUARANTEE FEATURE 
CONTINUED 
Cuinton, lowa, March 12, 1897. 

Publishers of American Newspaper Direct- 

ory 4 

We read with regret your intention to 
withdraw your guarantee from the ratings 
which have heretofore been furnished in the 
American Newspaper Directory. It looks to 
us that there ought to be sufficient honest 
publishers in the country who will stand by 
this plan of allowing an advertiser to know 
what he is purchasing. The past three or 
four years have been hard on newspapers, 
and probably a goodly number have suffered 
in circulation. Two or three years ago our 
lists showed a slight falling off, only a few 
hundred, and it did go rather against the 
Ee ain to advertise that fact in the Directory, 
nut we feel satisfied, now that the loss has 
been made up, that it was the best thing to do. 
Other publishers likely have felt the same 
way, and withdrawn their statements and 
their patronage, trusting to their record to 
hold the business. Times are now picking 
up, and the lost circulation will be ee. 
and these publishers will soon feel different 
There is no question but your guaranteed 
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ratings have been practically invaluable to 
publishers with guaranteed circulations, and 
the sooner papers of this class get together 
and sustain your Directory, the better it will 
be for them. Before you ecide definitely on 
the abandonment of the guarantee feature, 
why not send a circular letter to the best pa- 
pers in the country, and set out in that what 
you would expect them to do in orderto have 
the guarantee feature continued. Let each 
one say to what extent they will anes the 
Directory, and you can put us down, under 
the guaranteed system, be a twenty-dollar 
cone, in addition to the ten-dollar ad we have 

had for several years. Respectfully, 

Fay Bros., 

Publishers Jowa State Advertiser, Clinton 

County Advertiser. 


If publishers Teally wish to have the 
guarantee feature of 





justifies his act by the supposition that 
his neighbor lies also, 


TIMBER FOR AN A. N. P. A. VICE- 
PRESIDENT. 
Office of “* Toe CartTuaGe Press.” 
Daily and Weekly. 
W. J. Sewa.t, Editor and Proprietor. 
CartTuace, Mo., March 6, 1897. 
American Newspaper Directory, NewY ork: 
Dear Strs—Yours of March 3d at hand 
and contents noted. You decline to accept 
the statement of circulation given. Why 
did you not do so with the Democrat? 
I will tell you frankly that the circulation 
I have given for the Press is not correct in 
fact. Relatively, however, it is strictly true. 
Of course, on this basis I could make out a 
statement for the entire year as easily as the 
general one. I cannot understand how you 





the Directory kept 
up, and are willing to 
be taxed to secure 
that result, the mere 
purchase of a copy of 
the Directory by each 
publisher whose cir- 
culation is guaran- 
teed would produce a 
fund more than ample 1888, 
for the purpose. It 
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all they can to pre- | twelve pages 1 


and publishers; c 


co) was 
has been the fashion SEVENIN AGA 
for pubiishers to do | cept ean dally WEE 
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CARTHAGE, ¢. h., Jasper Co. 97,981t 
pop., on St. Louis & San Francisco and 
Missouri Pacific Rds., near Spring r., 220 m. 
8. W. of Jefferson City, the State capital. 
Lime and stone works, zinc mines and 
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‘8; democratic; - eight 
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This exhibition of a oI 
different feeling is tion 81; 
something quite new. 
PRINTERS’ INK is of fn 1a _. In 1896, 
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the opinion that if 

any considerable number of newspa- 
per men really wish the guarantee feat- 
ure of the Directory continued, the 
mere passage of the following resolu- 
tion by half a dozen editorial associa- 
tions would be more than sufficient to 
secure all they desire : 

Resolved ; That this association is of the 
opinion that an advertiser is entitled to know 
the circulation of the newspaper in which he 
places an advertisement, and approves the 
methods adopted by the American Newspaper 
Directory for ascertaining and making known 
the circulations of newspapers generally. 

Resolved : That the practice of guarantee- 
ing the correctness of newspaper circulations 
in the American ee pend Directory, when 
based on a blish , by a re- 
ward of $100, paid to the first person proving 
such a statement to be untrue, has been 
productive of more careful methods of ascer- 
taining and stating circulations and this as- 
sociation would regret the discontinuance of 
the system. 





ANOTHER PUZZLE. 
The editor of the American News- 
per Directory would like to be told 
ow he ought to deal with a publisher 
who confesses that he is lying, and 


come to, year after year, rate the Democrat 
of this city as you do, and still refuse to give 
us the same chance. 

Now, I will make this proposition: I will 
make a sworn statement of the circulation of 
the “ress, provided my competitor will do the 
same. Or if my competitor lied by the de- 
tailed statement route, I suppose I will have to 
do the same in order that the Press be given 
a fair showing in the Directory. 

If none of these propositions suit you I will 
leave the settlement of the circulation to an 
disinterested person you may name who will 
call here and investigate as he sees fit. I will 
open my books to inspection if other Carthage 
papers or the Democ>at will do the same. 

f you have any regard for fair play I 
trust you will not put your Directory to press 
without permitting the ress to get in on the 
same basis as its contemporary. I do not 
want any undue advantage. I merely want 
an equal showing with other people. 

Yours, etc., 
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A FEELING SHARED BY MANY 
PUBLISHERS, 


The feeling expressed by the two 
publishers whose letters are repro- 
duced here is shared by about 15,000 
American newspapers. When charg- 
ing 50 cents a line for an edition of 
less than a thousand copies, the less 
said about amount of circulation the 
better. To reach a choice and speci- 
fied class, however, even 50 cents a 
line may sometimes be a reasonable 
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it has been in existence as that indicated by 
pp & Ry 


The editor of the Directory says 
that such communications are interest- 
ing but of no real value. The rating 
J K L means that the circulation of 
the paper is estimated by the editor of 
the Directory at less than a thousand 
copies after having given consideration 
to such facts as he has before him. 

Any one can see that the letter re- 
produced above furnishes no new 
facts. The editor says that the cir- 





The Upholsterer 
The Wall-Paper News 
The Picture Arts 
See American Silk Journal 


PUBLICATION OFFICES 
360 Pitth Avenue, New York 


RECEIVED 
MAR 5 1897 
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The Awer, Newspaper Directory, 


Gentlemen :- 


The proof showing your estimate of The Silk Journal at less 


tnan 1,000 circulation received. 


libel ané we caution you against using it. 


This estimate is 


a positive 
We tell you now definite— 


ly that the American Silk Journel Co. has never published so smal) 

an edition since it has been in existence as that indicated by "J.K.0. 
and while we refuse to give you our circulation, regarding it as 
none of your affairs, we shall hold you responsible if you misrepre- 


sent us in your directory. 


Yours truly, 





Tue FOURTH ESTAT 


& Sewerares roe tee 
oy 


American Newspaper Directory, 
. 10 Spruce St., City. 
Dear Sirs: 


Quncrire a. Guk 
C Re 


RECEIVED 
MAR Sr4.ggpne wumnen 


oo Contant” 
eaxaes ov wawerarane 06D. P. ROWELL'E 60. 
253 tis oer 
POSTAL TELEGRAPH BUILDING 
NEW YORK , March 4, 1897. 


Answering your circular inquiry we beg to say that we prefer 


that you should not attempt to make any quotation of our circulation. 
Yours truly, 
THE POURTH ESTATE 


per 





rate oP cary a cheap rate for even 
five huffdred subscribers or less. 

The publishers of the American 
Newspaper Directory assert that they 
re constantly in receipt of communi- 
itions like these here shown, saying 
n effect : 

‘‘ While we refuse to give you our circula- 

m, regarding it as none of your affairs, we 

ll hold you responsible if you misrepresent 

in your Directory. We tell you now 
efinitely that the American Silk Journal 

4s never published so small an edition since 


t 





cumstance that the American Silk 
Journa/ people will hold him responsi- 
ble is nothing new, because he was 
responsible before he got the letter, 
and hopes to remain so indefinitely. 
The vital question is: Has an adver- 
tiser a right to know the circulation of 
a paper in which he intends placing 
an advertisement? If he has no right 
to know the circulation, is it his privi- 
lege to estimate it? If it is his privi-° 
lege to estimate it, may he employ 
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somebody else to make the estimate 
for him? It is in the service of the 
advertiser that the American Newspa- 
per Directory publishes its circu- 
lation ratings and estimates, and 
in the mind of the editor of the 
American Newspaper Directory J K L 
is the proper circulation rating to be 
accorded to the American Silk Jour- 
nal. If the publisher of that paper 
does print more copies, and is willing 
to tell how many, and to put his state 
ment on paper in black and whiie, 
and sign it with a pen, the editor of 
the Newspaper Directory will take 
his word for it (that is, if the state- 
ment covers the issues for the year 
1896) and will believe his statement 
to be true, even if he should claim as 
much as double the issue indicated by 
JKL. 
Office of *“* Musicat Courter.” 
Marc A. Blumenberg, President. 
Spencer T. Driggs, Sec. and Treas. 
19 Union Square, W. 

New York, March 10, 1897. J 

American Newspaper Directory, New York, 
®. Fee 


Sirs—We would advise you before pub- 
lishing our rating, as you propose to in your 
next directory, to investigate the matter a 
little carefully, as we have two editions each 
week—one on Wednesday and one on Satur- 
day, and either one is far above that rating. 

We do Wot know whether you are in busi- 
ness to injure our business, and we don’t 
know but that it would make a very good 
advertisement for this paper to see in a 
legal manner whether you are entitled to 
give us a rating as low as the one you pro- 
pose without investigating the first thing 
about our paper, which is now in its 18th 
year. Yours truly, 

Musica Courter Co., R. 


This communication, like most 
others of a similar character, is signed 
with a typewriter and ‘‘per R.,” in 
the style so popular with Mr. Butler, 
of the Buffalo Mews. 
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LIKES AND DISLIKES. 
By John C. Graham. 

Men with strong personal. fads ar 
fancies are seldom successful adv« 
tisers. They have special prejudic 
and pet likings which may be pleasa 
to themselves but are not always a 
proved by the public. An advertis 
should study public rather than yx 
sonal satisfaction. The latter c 
accrue from the former but not vi 
versa. You can seldom please t! 
people merely by pleasing yourself. 

A well-known adwriter was on 
sent for by a shoe manufacturer ar 
engaged to write a series of ads for t 
city papers. In the course of a we: 
he submitted them, but they did n 
meet with the manufacturer's approv 
The writer asked why, and his e1 


ployer simply said that they did not 


please him, But the ad-sinith prom; 
ly replied that he had not written the 
to please him. They were written 
please the public, and as he did 1 
wish to sell the manufacturer his o 
shoes, he did not care whether the a 
suited him or not. Impertinently 
this was put, the gentleman saw t 
logic of it, and the ads were used j 
as they had been written, and they s: 
shoes too, at a very rapid rate. 

It does not pay to gauge the publi 
likes and dislikes by our own, becat 
the chances are that they will seld 
agree. Speaking still more boldly, 
advertiser has no right to please hi: 
self and expect the public to agr 
with him. His aim should be to fi 
out what kind of advertising the px 


ple are attracted by, and give them 


plenty of it, whether it agrees with | 
own views or not. He should 1 
suppose, for one second, that the pt 


lic will be willing to pay for his per 


sonal amusement. He expects to 
their money, and in order to get it 
must cater to their likes and dislik 
and have no regard at all to his ow 


Of what value is it to him to indulg 


in favorite fads and peculiar notio 


about advertising, when they not only 
do not draw the public but are dis- 


liked by a majority, if not all of t! 


people he wishes to influence ? 
ee 


SO SHOULD AN ADVERTISER. 
An author should say all he has to say 
the fewest possible words, or his reader 
sure to skip them; and in the plainest ; 


sible words, or his reader will certainly mis 


understand them. Generally, also, a do 
right fact may be told in a plain way; a 
we want downright facts at present m 
than anything else.— Ruskin. 
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JEVELOPING ADVERTISERS. 


OUNTRY PUBLISHER EXPLAINS HOW 
iE MADE AN ADVERTISER OF ONE 
{ERCHANT. 


| had a little experience in the ad- 
tising line last month which was so 
roductive of good results that I would 
to have the brethren of the coun- 
papers know about it, and perhaps 
y can be benefited thereby. 
Lockland is a town of about 3,000 
ibitants, but it loses its individual- 
to some extent because it is a sub- 
of Cincinnati, being connected with 
t city by three steam railroadsanda 
street car line. Our merchants, how- 
r, are much like the merchants of 
er towns of this size, and while 
y advertise spasmodically in a gen- 
way, they have never been trained 
ok upon advertising asa necessity, 
rather as a luxury to be taken in 
ill doses at rare intervals. I have 
| to get them to advertise some 
tain article as a special and watch 
r results, but they couldn’t see how 
would pay to spend two or three 
lars to advertise a ten cent article, 
ause the direct returns would per- 
haps not pay forthe ad. They failed 
realize that the great point is to get 
customer for the ten cents’ worth, 
| ten chances to one he would buy 
iething else and become a regular 
stomer. 
After working with them for about 
years, occasionally getting an ad 
th the startling statement that 
John Jones is selling goods cheaper 
han anybody else,’’ and like soul-stir- 
g announcements, which I knew 
were worthless as trade bringers, I 
t last worried a grocer into allowing 
to write an ad for him to suit my- 
f. Before leaving the store I pur- 
sed a pound of coffee, and then 
nt home to think of something orig- 
in the way of an ad that would 
ng that man trade. 
\t supper that evening I drank 
1e y= coffee I had just pur- 
ised, “It was good coffee. Like a 
it many other people I’m a great 
nk on coffee and it has to be just 
ht to suit my fastidious taste. This 
flee went to the right spot and filled 
‘long-felt want.”’ 
Che idea struck me that if this coffee 
ted me it would suit other lovers of 
1 coffee and I decided to write an 
telling of the merits of that especial 
le of coffee, I knew that if the 


grocer sold every pound he had the 
profit wouldn’t pay for the ad, but I 
felt that I could write a good ad about 
that coffee because I knew it was good 
and I could tell the truth about it. In 
less than five minutes I had the fol- 
lowing ad prepared and later set in 
ten inches, single column, with a pict- 
ure at the top of a workingman drink 
ing fromacup. This was a stock cut 
I had, and it fitted just as if made for 
the ad. Here was the result of my 
two cups of coffee : ; 


The Aroma 
of Good Coffee 


that greets the husband as he enters the din- 
ing-room is the pleasantest feature of the 
meal. Good, fragrant coffee, colored to a 
golden hue by the addition of rich cream and 
served steaming hot, will make any man feel 
content, and the housewife who realizes this, 
and sees that her spouse is humored in this 
way, will always be sure of his love and 
esteem. The way to a man’s heart is through 
his stomach, and if you can pave the way by 
a cup of coffee you are sure to please him. 
The weak point with most men is good 
coffee, and they must be humored. Half the 
battle in preparing a meal is to have coffee 
that suits. We want to aid the cook in her 
efforts to please,and we have a special brand 
of coffee that we think is the best in town. 
We like it, and our customers who have tried 
it like it. We want you to try a pound and 
see if you don’t come back after more. 

Ask for a pound of Smiley’s “ favorite,’ 
and if you are not satisfied we'll refund the 
money. 

Our coffee is the only coffee. 


TOM SMILEY, 


The Pure Food Grocer, 


LOCKLAND, OHIO. 


I didn't get around to Smiley’s store 
for three or four days after the publi- 
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cation of the ad. I felt afraid to vent- 
ure, as I was certain he would make a 
kick because I had advertised an ar- 
ticle in which there was no profit. 
Who ever heard of advertising coffee 
in a country newspaper? The idea 
was ridiculous. This was what I ex- 
pected to hear when I called at the 
grocery. Finally I mustered up cour- 
age and went in one day. Smiley was 
in the rear of the store, but as soon as 
he saw me he started forward with a 
smile on his face that betokened good 
news. 

‘* Spangler,” he said, ‘‘I’ve been 
selling ‘ Favorite’ coffee this week,” 
(‘‘ Favorite’? was the name I had 
given it and he knew nothing of the 
name until he saw the ad). ‘‘I’ve 
sold more coffee this week than any 
week during the past year. When I 
saw that ad I put the coffee in a con- 
spicuous place, got some papers and 
cut the ad out and put the clippings 
on the coffee and in the show win- 
dows. The people have been buying 
that coffee and are coming back for 
more. There has been at least a dozen 
—- here this week who have not 

een in the habit of patronizing me, 

and they came because of that ad. 
One woman who lives three miles 
from here drove up yesterday and 
called for a pound of that coffee she 
had seen advertised in the Review and 
News. That wasn’t all she bought, 
either. While she was in the store 
she looked over the stock and bought 
a bill of goods, the profits on which 
nearly paid for the ad. That’sa good 
ad, old man, and you may count me 
in if you can keep them coming.”’ 

Of course, I was pleased at this 
outburst, but I didn’t say much, re- 
solving to give him another sample of 
my ability as a customer-catcher. At 
this juncture a customer came in and 
asked for ‘‘another pound of that 
apple butter,” saying, as he put a dime 
on the counter: ‘‘Our folks think 
that’s the. finest apple butter they ever 
tasted, and they can’t get enough of it.” 

This was a tip for me and I decided 
at once to sell the rest of that apple 
butter. Smiley, however, had evi- 
dently concluded there would be no 
demand for anything else but coffee, 
and he showed me a lot he had just 
received. It was a cheap grade that 
he wanted to make a special of. It 
cost him 14% cents and he said to 
advertise it at 15 cents. I said noth- 
ing to him about the apple butter, and 


the next Saturday the following ad 
met his gaze in my paper : 


A 
Surprise 
Sale... 


We have arranged a little surprise for our 
friends, and next week we will make a coup 
of special offers that they will find worthy 
investigation. 


Surprise No. | 


We have three dozen 3-lb. cans of pure 
cider Apple Butter, made in Michigan, from 
Michigan apples. It isn’t “ just as good a 
mother made ’’—it’s better. If you like goo 
apple butier, spread on thick, same as you 
got when you were a boy, tackle a can of 
this. If it doesn’t reach the spot say so an 
we will give you your money back. Next 
week we will sell you a can of this fine appl 
butter for only 


10 Cents 
Surprise No. 2 


We struck a rattling good bargain in coffee 
a few days ago and you get the benefit. See 
the display in our window and then try a 
pound. e’re almost ashamed to give you 
the price, it’s so low. But here it is: 


NEXT WEEK 
Only I5c. a Pound 


TOM SMILEY 


The Pure Food Grocer, 


LOCKLAND, OHI0. 





Three days later I called at the gro- 
cery. 
‘* Had to order another case of apple 
butter yesterday, Spangler,” he yelled, 
as soon as I got the door open. ‘Yes, 
sir,” he continued earnestly, as h« 
watched me thoughtfully munch a 
cracker, ‘‘I can honestly say without 
exaggeration that I have had fifty calls 
for that apple butter. Why, the pa 
per had not been out an hour before 
the people commenced asking for it 
and the beauty of it was the number 
of strangers, or rather patrons of other 
groceries, who came in for a can of 
that butter. Most of them boughi 
something else also. The profit on 
the apple butter paid for the ad, and 
I’m ahead, with more people to hear 
from. Take another cracker,’’ he con 
tinued, generously, as I broke off hal! 
a one to wind up my free lunch. 

I now have Smiley in the toils, as 
it were, and can count on him as 3 
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regular advertiser as long as the ads 
are of the right sort. The other mer- 
chants are beginning to waken up a 
ttle, and, I believe, in the course of 
I will have more of them en- 
‘* advertis- 


time, 
listed under the banner of 
ing pays.” 

If some of the country newspapers 
will try this plan I will be glad to 
hear of the result. 

R. W. SPANGLER. 

Manager Review and News, Lock- 
land, Ohio. 


MAKE BELIEVE” ADVERTISING. 
By Henry Romaine. 

There is a class of advertising that 
loesn’t advertise. It is publicity with- 
out any apparent purpose. It involves 
expenditure of large sums of 
with but little chance of any 

equate returns. It is altogether 

make believe” advertising. The ad- 
vertiser fools himself in thinking that 

is trying to acquire profitable pub- 

ity, when he is really doing nothing 
but spending money. 

One kind of make believe advertis- 
ing is filling valuable space with matter 
that doesn’t say anything. It may be 
good English; it may be what is known 

‘fine writing,’’ but it is not infor- 
mation about the goods to be sold, 
and therefore it is not advertising. 
You can’t advertise anything unless 

u tell us something about it—what 

is, where it is, what it costs, and 

ww it excels or differs from similar 
ducts on the market. When you 

n't tell us these things you are not 

vertising at all—you are simply 

making believe,” as the children say 
their play language. “The more 
ou educate the people into under- 
tanding your goods the greater your 
hances of selling them. All success- 
advertisers have done this—they 

ild not have succeeded otherwise. 

k out the peculiar qualities of your 
goods and write about them—harp 

pon them—drive them into the public 

rain, as it were, and then you are 
lly agWertising. In the other way 

1 are merely spending money to no 
purpose. 

Another kind of ‘‘make believe” 

lvertising is to buy space in mediums 
whose readers are not at all likely to 
be customers of yours—choosing pub- 
lications indiscriminately, without re- 
gard to the class of people that reads 
them. The rates, sometimes, are 
temptingly cheap, and that is your al- 


the 
money, 


leged excuse for using them ; but are 
they not dear at any price if the medi- 
ums do not reach the people you 
want? You wince at high rates that 
would bring you in touch with prob- 
able buyers, but you grab at low- 
priced mediums that could not possibly 
yield you a profit. That is not adver- 
tising; it is throwing money away, 
as a good many people have found out 
to their sorrow. 

It is ‘‘ make believe” advertising to 
indulge in wild-cat schemes to attract 
the public attention. Attention with- 
out the interest—the intelligent interest 
that makes buyers of people—is valpe- 
less. It is the easiest thing in the 
world to attract attention—a clown in 
the street can do that—but there is no 
use in exciting curiosity unless you 
can satisfy it, and conviction alone will 
dothat. You may attract the attention 
of a million people, but unless you 
can convince them that your goods 
have value you are not likely to find a 
single customer Better to sell to ten 
people than to merely draw the atten- 
tion of ten thousand. The latter is 

‘make believe ”’ advertising. 

A NEWSPAPER can be as successfully 
advertised as any other business enter- 
prise in existence. 

or 





“More Work 
turned out!” 
That 





— a 
——<— > 
= 


suits the boss! =]? 
= 
Indees 
We're both 
suited with the 
NEW MODEL 
penta ed) 


“Less Labor!” 2 
WYCKOFF, Stay 9) 


That 
suits me! 

IF you look at the typewriter adver- 
tisements in the magazines you will 
observe that they are being improved. 
Here is a specimen of the new tendency. 
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THE ADVERTISING PERIL, 

Now that the vigilant eye of statesmanship 
at Albany has detected the deadly peril that 
lies in the unrestricted advertisement of the 
bargain counters, it is to be hoped that the 
innocent and helpless public will be protected 
by suitable legislation from similar perils 
that threaten it from other quarters. It isa 
notorious fact that the snake in the side-show 
at the country circus is invariably advertised 
as being muc larger than he really is. Yet 
legislation has systematically overlooked this 
fraud on the public purse and on the public 
confidence. It is merely legislative negli- 
gence which permits each railroad folder to 
represent its trunk line as a perfectly straight 
line regardless of the crooked truth. The 
attractive art of the theatrical billposter fre- 
quently depicts the manager’s dream rather 
than the theater's reality, especially in the 
matter of chorus girls. 

And then there are the patent medicines ! 
Are the fat women whose portraits delight 
us in the drug store windows really reduced 
as advertised? Are corns cured as quickly 
as we are led to expect? Is hair really made 
to grow on the bald areas as we see it in the 
pictures? It is a legal motto that for every 
wrong there is a legal remedy, but under our 
existing defective code what — is there 
for the bald-headed statesman who, after 
spending five dollars on a hair ‘restorer, still 
parts his hair with a crash towel? None. 

It is undoubtedly a high sense of duty 
which has led the legislature at Albany to 
take up the grave question of curbing the 
abuses of advertising. But it should do its 
whole duty in bringing all advertisers up to 
the standard of George Washington. And 


in doing this it need not care if it neglects,, 


ignores and obstructs the sensible legislation 

which ds its attention but fails to get it. 

—New York World. 
SLIGHTLY SARCASTIC. 

When you arrive ir the morning don’t pre- 
pare yourself for work before your employ- 
ers do. 

Quit promptly at closing time. Be prompt 
in going home, even if you're not punctual in 
the morning. 

Should you accidentally arrive in the 
morning before the managers do, put in your 
time reading the daily papers or warbling the 
latest popular songs. 

When you leave in the evening, be sure 
your employers are still working. If they 
need your services when you're gone they will 
appreciate them all the more, and, no doubt, 
wiil be glad for you to go early. 

Should your employers leave the office for 
any length of time, write to your sweetheart, 
read the latest novel, talk to the pretty type- 
writer, or call up your girl on the telephone. 
Her employers will be pleased, of course, 
and in this way you will kill two birds with 
one telephone. 

Remember, your main object should be to 
obtain the greatest amount of salary for the 
least amount of work.—Drafery World. 

en it 
WHAT RIVAL MEANT. 

Rival is from the Latin rivus, a brook. 
Rivals were originally persons holding prop- 
erty on opposite sides of a brook, both of 
whom claimed the exclusive right to the 
stream.— Keystone. 
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THE PUN IS EXACTING, TOO. 
Advertising may not be an exact science, 
but it surely is an exacting science.— Push, 


A JAPANESE-AMERICAN VOICE. 

The Yapanese-A merican Voice is the nane 
of a monthiy published at $1 a year by 
Sano, 305 Larkin street, San Francisco, ( 
Its object is set forth as follows: 

The object of the publication of this maga 
zine is to combine closer the friendship a: 
mutual understanding between the two 
countries. To Americans, the magazine w ‘|| 
be a voice proclaiming Japanese thought a: 
conditions. To Japanese it will be a means 
of communicating with Americans—a frie: (i 
ly hand stretched out across the Pacific. 

The peculiar twist and quaintness given ' 
the English language in this publication 
particularly refreshing to the jaded taste 
those who have been fed on English of « 
mestic production. Take, for instance, these 
paragraphs from the salutatory : 

Our objects are too large, while the maga 
zine is small, but our hope is to develop ir 
The Mississippi is small at its source. |'. 
origin is at first the rain drops on the hi|! 
side, but it becomes more and more power 
ful until its cascades turn the wheels of |) 

t flour mills in the world, and it bears 
on its bosom to the Gulf the vast commer 
of the Middle West and South. 

My country’s old proverb ts, “‘A gentleman 
wis to buy a good horse. He bought tix 
bones of a dead horse for a thousand dollars 
and many good horses came to him.” Ou: 
magazine ts like the bones of the dead horse 
The compositions are plain and practica 
but by and by many interesting literary «: 
ticles will, we hope, be gathered here. 

SA te | et 
BEERBOHM ON WINDOW DRESSIN(‘ 

Max Beerbohm, the English artist, has 
been expressing his views on window dress- 
ing and other things in the London Lai/; 
Mai’. He tells the British retailers that 
their windows are “ quite repulsive.’’ Ad 
dressing the jeweler as an example: “* \ 
fill your windows,” he says, “ with a gar 
and unseemly chaos of all you have—bra« 
lets, sleeve-links, penknives, tiaras— toute 
boutique"’ (the whole bag o’ tricks). “ Y 
rival in Paris, even in New York, is mi 
wiser. He understands the value of a ret 
cent symbolism. Very little puts he into 
window. What he puts in is good. Mer 
and women beholding praise it. But th 
imagination has been stirred, their appetite 
whetted for the things that are withheld, ar 
they long to enter in at the door.” Evident 
ly Mr. Beerbohm is a close student of humar 
nature, and we commend his remarks to | 
careful consideration of window dressers 
Keystone, Philadelphia, 


_-_ 

AMERICAN PRESS CENSORSHIP 
The house committee on interstate 
foreign commerce has reported a bill to } 

vent the transmission from one State to 
other or to the District of Columbia of 
tailed descriptions of prize fights. Wit 
plenty of paternal legislation, the next t! 
we know it will happen that reports of 
stock markets will make newspaper matter 
unfitted for mailing.—/ourth Estate, Mars 

+ +> 

TRUSTS. 

There are both good and bad points al 
trusts, and to correct the eyils of them w 
out interfering with the légitimate ends 
business which they serve, is a work req 
ing much more delicate discrimination, m 
more expert knowledge and a much more 
business-like purpose than the Lexow C 
mittee possesses, or than any similar leyis- 
lative committee is likely to possess.—Z7/¢. 


Nosopy will toot the advertiser’s horn if 


he does not do it himself, 
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HE ete =! NEWSPAPER DI- 


CTORY. 
SOME QUESTIONS ANSWERED. 


Offices of Tue Hosterman Pus. Co. | 
SPRINGFIELD, Ohio, March 9g, 1897. § 
lessrs. Geo. P. Rowell & Co.: 
GENTLEMEN—We have your announce- 
nent indicating that the American Newspa- 
r Directory will, hereafter be issued quar- 
rly. This is an’ advanced movement cer- 
iinly, but one we are certain will prove to 
of decided advantage all around. As we 
derstand it, the first issue in this form 
ill appear June rst. Will you please ad- 
se us at once during what period detailed 
tatements of circulation for the June rst is- 
e should cover? We desire to take advan- 
we during this year of making detailed 
tatements for ‘arm News and |i omankind 
the several issues. 
As we understand it, the quarterly direct- 
es are to be issued in the same form and 
be approximately of the same size as now, 
cept that all newspapers of less than 1,000 
rculation are to be omitted. 
You speak of subscribers being privileged 
apply for special confidential reports. Will 
yu please indicate what the nature of these 
ports will be? Is it of circulation for the 
enefit of advertisers, or is it of information 
r newspapers relative to advertisers ? 
Hoping we are not asking too much, and 
equesting that you give us this information, 
we remain, yours very truly 
‘He HosTeRMAN Pus.isuinc Co., 
A. D. Hosterman, Prest. 


New York, March 11, 1897. 
A. D. Hosterman, President, Springh ld, Cr 
Dear Sir—A statement of circulation for 
the June edition of the Directory should 
ver all issues of the paper in the entire 
year 1896. 
The quarterly Directories will be precisely 
ke the annual editions that have appeared 
retofore, but being re-issued every ninety 
Lys, it will be possible to correct an error 
soon as it is discovered instead of having 
wait a year as formerly. 
Papers not credited with average issues 
exceeding a thousand copies will not be 
nitted from the book, but the circulation 
rating J K L will be applied to all; the paper 
ith roo circulation and the paper with goo 
erage issue will both with the 
| K Lrating. The paper teh can show an 
verage output of 1,001 will be entitled to an 
rating. which means “ exceeding a thousand 
pies.” 
The special reports an annual subscriber 
1y call for may cover almost any informa- 
n he may desire about the circulation or 
aracter of any paper known, or about the 
blishers theseol, except that the reports 
ill not attempt to deal very particularly 
vith the financial strength of the publishers. 
The information furnished to annual sub- 
ribers will be such as advertisers will wish 
havefbut will not be of special value to 
€ newspaper man, except in cases where he 
ay desire to investigate a competitor in his 
wn field. 
We are, pom, chetiens servants, 
Gero. Rowe. &Co., 
Publishers of the omen Newspaper 
rectory. 


——_—_~+or 
OBLIGF D TO 


DECLINE. 
Isaacs—I vos goin’ to fail undt I vanted to 
k you to be der assignee. 


Cohen- I vould be delighted but I vos 
ost goin’ to fail myself.—Brocklyn Life. 


27 


BANK ADVERTISING. 
New York, March 8, 
Editor of Prixters’ Inx: 

This advertisement of a business bank in 
Chicago is taken from February McClure’s. 
The advertisement is neatly gotten up, but 
does not appeal to me as likely to bring satis 
factory returns if local tradeis to be expected 
therefrom. ‘Chicago dailies would certainly 
have served the National Bank of the Repub- 
lic much better. I know possibly of only one 
class of readers likely to prove paying trade 
McClure’s, no doubt, is read by Cieees men 
located in almost every section of this coun 
try. Some of them might have money owing 
them for merchandise in Chicago, and desire 
to draw on their customers for same; others 
may want to ship goods to that point, with 
bill of lading attached to draft ; me. might 


1897. 


Expecting to receive a fair compensaticn 
for its services, and without pretense of 
giving something for nothing. the 


National Bank of the Republic, Chicago 


tenders its offices to those who appreciate 
careful and prompt service and intelligent 
attention to details, believing that with its 
large list of correspondents and desirable con- 
nections at the leading commercial centers. 
it can be of real service to the business public. 


CAPITAL ONE MILLION DOLLARS. 





have notes, about maturing, of their custom- 
ers in Chicago. Drafts and notes in these 
instances are very often sent direct for collec- 
tion to a bank in a town or city where the 
customer happens to be located—this in order 
to insure quicker returns. Transactions like 
these sometimes lead to such outsiders be- 
coming regular depositors of a bank. The 
National Bank of the Republic advertising 
is quite likely to get this trade. Again, some 
of the readers of Mc(lure’s might also have 
been customers of the banks which failed 
several m¢ nths ago in Chicago, throughout 
the West and the Northwest. No doubt a 
good many of them w ishing to makea change 
upon reading this advertisement, might be 
inclined to favor the National Bank of the 
Republic with their business. As stated 
previously, | cannot see how these advertise 
ments will bring many returns, as far as local 
trade is concerned, but on outside business 
the bank might fare well after all. 
P= seen ETZLER. 
IN CHICAGO, 
Cuicaco, March 11, 1897. 
E.titor of Printers’ Ink: 
“Old but up-to-date tailors,” 
a tailoring establishment 
are sometimes surreptitiously thrust in the 
groove holding the signs in the street cars 
“If you love her, why don’t you marry her, 
and buy your furniture at ” etc., re ads 
a street car sign. Business men are com- 
plaining that tourists are allowed to bring 
Pith them, from abroad, a surfeit of clothing, 
etc., without the payment of duty. They 
are enabled to sell such goods at inconsist- 
ently low prices, in consequence. An ordi- 
nance prohibitingthe baal remedies contain- 
ing arsenic, cocaine, or moan has been 
introduc ed in the city aoa 


is a sign on 


3usiness cards 


. E. Severn. 
Many “ florist” ads are as green as the 
flowers they advertise, 
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IN VERMONT. 
New York, March 11, 1897. 
Editor of Printers’ Ink: 
The inclosed rather unique ad is taken 


JACKSON THE ARTIST 


OF MIDDLEBURY. VT. 


IS UNDOUBTEDLY THE 


HOMLIEST SPECIMEN of HUMANITY 


IN THIS COUNTY, 
But he can make as good a PHOTOGRAPH as any 
mar «m the business 


SATISFAGTION GUARANTEED. 
PRICES RIGHT. 


from the cover of the officers’ annual report 
to the town of Middlebury, Vt. 
Yours truly, W. H. E. 


4 
A SUMMING UP. 
Worcester, Mass., March 16, 1897. 
Editor of Printers’ Ink: 

The secret of successful trading may be 
summed up in these few words: 

The presenting to the right people, at the 
right time, in the right place, the right goods, 
at the right price. He who studies his ac- 
tions from all these points of view, and acts 
upon the results, will be successful. 

Joun E, Mayuew, 








——- +o 
ENTHUSIASM IN ARCATA. 


Office of “‘ Weexty Arcata Union.” t 
Arcata, Cal., March ro, 1897. 
Editor of Presters’ Inx : 
We find a great deal of use for the Little 


Schoolmaster, and pass jit around to our ad- 
vertisers, who get ideas for ads from it. Very 
truly, A. WILEy. 


PROFITABLE LITTLE THINGS. 

Hundreds of thousands of dollars have 
been made by Dennison out of his shipping 
tags. The idea consists simply in a little 
ring of cardboard that re-enforces the tying 
hole and prevents the string from tearing 
out. A lot of money has been earned by the 
little brass clip fastening, patented a few 
years ago, by which sheets of paper are held 
together. Yet it is an exact copy of a con- 
trivance in bronze that was used by the Ro- 
mans more than twenty centuries ago. In 
fact, there are not a few modern inventions 
which are in reality merely reproductions of 
antique contrivances. One of these is the 
safety pin, which was commonly employed 
by the women of ancient Rome to fasten 
their dresses. Among the most profitable 

ents have -been various little devices hav- 
ing relation to women’s costume, such as the 
perspiration proof shield of rubber, the idea 
of substituting the quills of chicken and 
turkey feathers for whalebone in corsets 
and the suspender garter. The last was sold 
outright for $50,000.— Boston Journal of 
Commerce. 


io enelitiinteiittess innate 
THE ORIGIN OF “ BANKRUPT.” 

Money-lenders in Italy used to make their 
loans over a Sanco, or bench. en one 
of these lenders failed his bench was over- 
turned and broken up, and he was spoken 
of as a dbancorotto, or pt—"* bench- 
broken,’'—Xeystone, 


PRINTERS’ INK, 


NOTES. 


Tue Cosmopolitan will publish during 1897 
a series of papers on the conduct of great busi- 
ness operations. 

Onz of the pages of the New York 77#é- 
une, of March 14, had been cut in half and 
at the same time printed and bound in with 
the rest of the pa This half page con- 
tained the advertisement of the Siegel, 
Cooper Co., to which special attention was 
thus drawn. 

Ir is said that the Linotype machine has 

en recently adopted in England for the 

ublication of the British Parliamentary de- 

ates, and that these debates are now pub- 
lished from Linotype faces. In America the 
Congressional debates are printed from 
hand-set type. 

One of the most valuable of the little man- 
uals issued from the Excelsior Publishing 
Co., New York, is Haltigan’s Pocket Manual, 
for the use of proofreaders, compositors, 
typewriters, copy readers, etc. It contains 
a complete vocabulary of double words from 
Webster’s International Dictionary, Latin 
and French words, phrases, legal expressions 
and maxims, with definitions ; an alphabet- 
ical list of contractions and abbreviations ; 
a list of county names in the United States ; 
the Declaration of Independence ; the Con- 
stitution of the United States, etc. Its price 
is 50 cents. 

AN aggressive campaign for the American- 
made bicycle is to be conducted in England, 
Scotland, Belgium, France and Germany 
this season. Arrangements were consum- 
mated in New York Tuesday by Sam A. 
Miles, editor of the Referee, one of the lead- 
ing cycling publications of the United States, 
for firing the first broadside into the Euro- 
pean trade in London, May 1. Upon that 
date will appear from the Fleet street office, 
a rented, the first issue of the Referee, to 

printed in German, French and English. 
Thereafter every week the Chicago publica- 
tion will issue its European edition.—News- 
paper Maker, New York. 


—— +o 
DIFFERENT ADS. 

When the time comes that all people think 
alike, feel alike and understand alike, then it 
will do to talk to every individual in the 
world in the same strain. Some men claim 
to be ableto distinguish a good ad at a glance, 
and in this off-hand fashion these extraordi- 
nary critics commend orcondemn an ad with- 
out hesitation. Yet they know altogether 
too much for their own good, these men who 
can tell a bad ad at a glance. I believe that 
a superlative ad is good sometimes as an ap- 

1 to superlative people. Some people live 
in the superlative degree; nothing else ap- 
als tothem. Red-hot talk just suits some; 
it would bore others. A good, sensible talk 
will go with some, it would be lost on others. 
Sensible people want to be spoken to ina 
sensible fashion. Namby pamby people are 
caught by wishy-washy twaddle.—Dry Goods 
Chronicle, New York. 
ee 
DEVELOPING PERSIAN INDUSTRIES. 

Persian papier-mache articles\are made of 
the Bibles sent out by British mission so- 
cieties, according to Mr. Hodgetts, a recent 
traveler in the t. He quotes the British 
consul at Tabreez as saying: “* You have no 
idea what a boon these Bibles are to the vil- 
lage industries of Persia.”—Argonaut. 


6 
A soar manufacturer should be sure to 
leave the lye out of his advertisement, 





PRINTERS’ INK. 


TO CONTRIBUTORS. 
Write upon pages of a single size, 
Cross your t’s and neatly dot your i’s; 
On one side only let your lines be seen— 
Both sides filled up announce a Verdant 
Green. 
Correct—yes, recorrect— all that you write, 
And let your ink be black, your paper white, 
For spongy foolscap of a muddy blue 
Betrays a mind of the same dismal hue, 
Punctuate c are fully, for on this score 
Nothing proclaims a practiced w riter more, 
Then send it off, and, lest it merit lack, 
Inclose a stamp with which to send it back ; 
But first pay all the postage on it, too, 
For editors look biank on “‘ six cents due, 
And murmur, as they run the effusion o'er: 
“ A shabby fellow and a wretched bore !’’ 
Yet, ere it goes, take off a copy clean— 
Writers should own a copying machine ; 
Little they know the time that’s spent and 
care 
In hunting “ 
where ? 
3ear this in mind, observe it to the end, 
And you shall make the editor your friend, 
—WNotes and Queries. 


copy” vanished—who knows 


tee 
ADVERTISING ON MONEY. 

During the restless days of 1862 there was, 
for various reasons, a scarcity of small change 
in circulation. To relieve this stringency, 
an inventive mind conceived the idea of using 
stage stamps, instead of the infrequent 
half dimes, dimes and quarters. So, stamps 
and of convenie nt de- 
av- 


in unused condition 
nominations were placed in metal cases 


ing a covering of mica, about one inch in 
diameter, and used for "circulating medium. 
A patent was gr pomneny the inventor of these 
—— 12, 1862. 

1 


metallic stamp case 
The advertising ocetll ities of the reverse 
sides of the stamp cases were seen at once by 
the patentee. On the cases, at first, the _ 
lowing notice appeared: * “Applications for ad 
vertising on this currency to be addressed to 
Kirkpatrick & Gault, No.1 Park Place, New 
York.” The ‘ stamp coin” case form of 
advertising proved popular and space was in 
demand. Hotels especially were good pat- 
rons of this style of publicity. “heir ads 
as a rule were of a stereotyped sort, such 
as “‘Good for five cents at the Tremont 
House bar, Chicago, Ill.” The ads were in 
raised letters, The incased stamps were not 
legal tender until an act ®f Congress, June 
30, 1864, removed this disability. Previous 
to that date, perhaps some merchants refused 
to accept them in payment for goods. Ad- 
vertisers on the cases often prefaced their 
announcements with the statement that the 
incased stamps were receivable at their 
stores. The uncanceled stamps of the 1861 
issue were the ones placed in the cases and 
five, ten and twenty- omy cent denominations 
were oftenest pressed into service. 
C. E, Severn. 


ee nme 
MORE EXPENSIVE. 

THe advertiser who discontinues in Febru- 
ary and begins advertising in March, finds 
that the lost connection requires very expens- 
ive advertising in March, at a cost far exceed- 
ing what the expense would have been had the 
advertisement oo continnous.—Z xchange. 

abel <o bond 
A COMPLEX WANT. 

The following advertisement, which is 
copied from an Australian paper, published 
in Sydney, reveals a curious multiple want: 
“Wantep—A man able to teach French 
and the piano, and to look after a bull.’’ 


Classified Advertisements. 
WANTS, 
Y POKESMAN-REVIEW, 
N Spokane, Wash, 
M\HOROUGHLY 
open for engagem 


ce mpetent, ta m sg” r is 
ent, .” Printers’ Ink. 


W ANTED—Illustrations, stories and general 
features for 80. HOME MAG., Sherman, Tex 


Maio AROUND newspaper man Geir s position 
d as editor of daily paper. Addre *Y. Z., 
care P rinte rs’ Ink. 


bi OU want type and printing machinery. See 
ad No. | under “ Sale.” Just what you 
want in eighteen cities 


\ 7 ANTED—Printers to try om half-tones. 1 
col., $1; 2 cols., $2. BUCHER ENGRAV 
ING CO., Columbus, Ohio 


TEWSPAPER WANTED I 
4 country newspaper + will pay. 
GEO. L. MYER, Belleville, 


’ANTED—More printing from the 
people willing to pay for the best, 
JOHNSTON, Spruce St., N. Y. 


\ ’ ANTED—Position as adwriter or assistant, 
by experienced young married man; is 

also practical printe a ste i ey r, book keepe r. 

Moderate salary. “MIC Printers’ Ink. 


W ANTED— All money expended for adve — 
ing in the direction of the Hardware Trac 

Save prey of circulation. HARDWARE 

DEALERS’ MAGAZINE, 271 Broadway, N. Y. 


‘ASTER money makers—for newspapers and 

vi aivertisers. Send for 1897 line of proofs 
Lots of special advertising in sight for newspa 
vers and extra business for advertisers. HAR 
Pur ILLUSTRATING SYNDICATE, Columbus, O. 


Wise Se w ANTED for a leading steam en- 
4 gineering eeaet, Must have technical and 
practical knowledge this branch ; prefer man 
with newspaper expe -4 nee and acquaintance in 
the trade. Address, in confidence with full par 
ticulars and salary expected, “ PRACTICAL,” 
Box 672, New York 
THE SUCCESS 


ry 
| of many a booklet or eae A depends up- 
on its cover. Make your cove n 
anything the public have ever at, ‘be 

they are sure to look at it. Don’t write to me 
unless you are ready to gocess something un- 
usual. Sketches submitted ’. MOSELEY, 63 
Hill St., Elgin, 1) 


want to lease a 
Address 


class of 
wh. 


> 
TO LET. 


V ERY desirable offices at 111 Nassau St., from 
$159 upwards, including everything. TREN- 
HOLM & SIMMONS, 111 Nassau St 


PRESS CLIPPINGS. 
\ ANHATTAN PRESS CLIPPING BUREAU, No 
4 2 West Mth St., Press Cli ypings for 
trade journals ; all subjec ts ; best facilities. 
———__~+oo 
ILLUSTRATORS AND ILLUSTRATIONS. 


I OW to engrave—Do you want to learn the 
art of half-tone and zine etching! Address, 
for terms, D. C. BITTER, 67 Washington St., ( whi’ 
cago. 
—- 
SPECIAL AGENTS. 
T D. LA COSTE, Special Newspaper Repre- 
« sentative, 38 Park Row, New York, is of 
value to first-class daily newspapers that want 
more advertising. 
— 


FREF. LIST TO ADVERTISERS. 


DVERTISERS who have matter for distribu- 

tion! Our List of Reliable Circular Dis- 

tributors sent gratis upon application. ACME 
ADV. CO., 47 W. 2th St., N. Y. 


- oe — 
‘PREMIUMS. 

UPERB premiums. Subscription winners. 
‘ Send for display electros and premium cata- 

logue, free. THE WERNER COMPANY, Akron, 

Ohio, or 7 East 16th St., New York, 
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30 PRINTERS’ INK. 


FOR SALE. 
oy SrR-ee ad No. 1. 


*HRIVING and promising or a news- 
‘I pa for sale. Price $3 roy oe a 
Those without cash poeen't apyty. BARGAIN. 10 109 
Eagle St., Albany, N 


() "Presses wold ab moderate nie -Web Perfecting 
Presses sold at mode: oo wees oak, ~~ 


Just the p. CANTY 
flat beds are too slow. Parenic TYPE FOUND. 
ES CO. See addresses in ad No. 1 below. 


ree SALE—Stonemetz Web Portoctts News- 
Ri ™ Sieeel 47% n soe 


Speed 9,000 (8 pages) per ho Tirst-c 
condition, Stereot eo all conn lete. Sold 
ata THI vOST PUBLISHING CO., 
Bridgeport, Conn. 


oss SALE Ata bangaia, © three Thorne Type- 

setting praaneaee | purposes 

just as new, having been thoroughly 

overhauled and. put in first-class condition ; two 

breviers and one minion. Address, Lock Box 72, 
New Haven, Conn. 

Ye ot. D NO. 1—We on more wpe at and printers’ ma- 

‘\ chinery and supplies than all other con- 

purchases enable us to 

advantage of our cus- 

hen the | 


lete 
AMERICAN. T TYP os 


41, Monroe ; 
Loni, B Fourth & some 5 3 Raepoaponie, 


Denver, iets. Blake’: ‘Portland. Second & Si 





—- > 


ADVERTISING | MEDIA. 


Cat WORKER, $4 per inch per annum. 
It will pay you. Russellville, Ala. 


40 WORDS,.5 times, 2% cts. ENTERPRISE, 
Brockton, Mass. Circulation 7,000. 


a ang IDE, New Market, N. J. 6e. 
4\ line. Cire’ nn 3,000, Close 24th. Sample free. 


G RAND RAPIDS DEMOC ICRAT. lead rin 
3 Mich. outside Detroi:+. La COSTE, New York. 


NY rson advertising ir PRINTERS’ INK 
i\ to the amount of $10 is entitled to receive 
the paper for one year. 


T ARGEST circulation of any daily newspaper 
4 in Williamsport, the GAZETTE and BULLETIN ; ; 
6,000 D., 4,000 W. La CC COSTE, New York. 


I AYTON (Ohio) MoRNING Times and EVENING 
a , 14. =e ple AR ry a“ want” for prop- 
erly advertised goods. LA COSTE, New York. 


par PIQUA gy “wants” advertisers who 


want results. Larger cire. than all other 
Piqua dailies combined. LA CUSTE, New York. 


EADING new rs in Southwestern Ohio 
4 aed nnati), Dayton MORNING TIMES 
and NG NEWS, 14,000 daily. LA COSTE, N. Y. 


A" o4» & the Knox County Fam CAaTALoGuE 


Virginia. W. A. WORD, Sec., 


G UARANTEED circulation of 2. p Aeag | for 
1 May issue of The official 
of the Brotherhood of Andrew van Philip, 

an ae list of ag Naeger monthiies; 
Be og’, tt e. Address THE 

BROTHER HOO STAR. 15 Vandewater St., New 


HE ALBANY TIMES UNION ws stronger 

and better ev > seteee, pro- 

gressive and vinowen p and inde- 

pendence. Is Keariees 1 in Eanes for the rights 

welfare of the people. — ae 
on HA 

. JOHN H. FARRELL, eaitor 





MISCELLANEOUS. 


W* se LA seeds in job lots, in packages 0; ‘he 
— sam J Bo get our offer for t 
ou can le returned if 
Ly YDIXLANA Mebic NE CO., Sheffield, 


_ e+ 


MAILING MACHINES. 


|; Matchless Mailer ; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. Y. 


ee motes $20; quick *e.  Beonom slickest; makes 


pleasu: y Wrapper 
Paster cakes reer - * 
ae $4 and iy AMERICAN YP FOUNDE its 
CO. See addresses in ad No. 1 under “ For Sale. 


aa 
ADVERTISING NOVELTIES. 


1. on china, porcelain, etc. 
Permanent, useful, novel. comes, iheamuas 
N.T. NILSSON, "34 Dickens Ave., Chicag: 


ps the purpose “of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


OVELTIES in advertising calendars ; good all 
— ear round. Also envelope —— (user can 
put them on any envelope). Gain vantage by 
writing now to CLASP CO., Buchanan, Mich. 
+o>—__——_ 


PRINTERS. 


6 lee LOTUS yunes, artistic printers, 40 W. 
23d St., Y. City. Send for our booklet. 


I INE catalogues and other nting. NEELY 
PTG. CO., Muncie, Ind. imates furnished. 


: TP Stox HEATLEY CATALOGUE COMBINA- 
TION. Home Life ne, New York. (Fac- 
tory, 201-213 East 12th St.) 


Ww E do neat, jain, a attractive rinting. Cata- 
logues, »kiets, phiets, 5 = 1 

cards, ete., executed in the ‘Taos style. When 

you want a good job—one that you want 

to look at and read—come to om PRIN wre hs 

INK PRESS, 10 Spruce St., New York 


W E have ideas that may be of value to you. 
Wedothe very finest grade of fine printing. 
nt en fe from a small folder to a large 
take,care of a thousand or a 
million. 
We have one of the largest, finest and com- 
“5 = na America. 
r Mr. . Wheatley. the originator, busi- 
om —# 4. z.* advertising 8 ist, supplies 
ideas or matter if desired.and takes charge of 
the work from beginning to end, saving you all 
the detail. 
Do you need ideas! Do you need business- 
bringing matter, illustrations, engravings, print 


"Ee us figure with you 
Let us send P soapy 4 copy of“ Catalogue Adver- 
Cate ” free for TROW-WHEATLEY 
= LOGUE COMBINATION. Home Life Build- 
New York. (Factory, 201 201 213 Kast 12th St.) 


THILE the reader of a catalogue or booklet 
ma, a always appreciate the delicate 
points an nse of a piece of fine nting, be 
very sure he eels subtly the superiority of it. He 
may not be able technically to explain why one 
paper feels and looks r than another, why 
one illustration is finer ond richer and truer to 
nature than another ; but he feels that the dif- 
arenes is there, and re guality of ie to form 
his patemens ant as oe - Y sae? of the goods illus- 


outalogee by his feel 
ings ae nthe quality Of ‘the illustrating, engrav- 
ar 
‘o take advantage of this feeling, make your 
booklet or your catal e as perfect as 
ne te Gal gael en can, Ye ook 
vin prin can - 
font Forget to use also the = 
matter. All this will bring you bu 
ness than the little areas in cost between 
poor and fine work. It will be a good invest- 


ment. 
To it, let us do your work. We have one of 
the nest, and most 
logue making establish: 

ica. Write a letter for “ Catalogve Ad 
TION; Home {te audi CATALOGUE, COMB A- 

0) ome Life ‘ew Yo. ry 

py (Facto! 





only. 


Xia: 


By 
Y. 
akes 
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pefit 
» in- 
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can 
» by 
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ADVERTISING AGENCIES. 


F you wish to advertise vy tine pee here 
at any time, write to the GEO. P. ROWKLL 
AD\ ERTISING CO., 10 Spruce St., ‘lee York. 


Wwe will not work foreverybody. We will not 
undertake the advertising of an article in 
which we do not believe. We will not ———_ 
any advertising unless we believe we can 
it pay. We don’t want to doall the business in 
the world, so we can afford to be particular. 
Lverything we undertake has our personal atten- 
tion. We ame ony Sears money as if itwere 
our own. Every rs spend for him must 
bring back a dolar and “a halt of prees. Wedo 
the sort of advertising that pays. e believe 
that the only os a wy advertising is the advertising 
that bri Pe »8 that’s the sort you 
want. THE BATES-WHIT MAN CO., Advertising 
Agents, 132 Nassau St., N. 








aie _ 
SUPPLIES. 
7 AN BIBBER’S ; 
Printers’ Rollers. 
INC foretching. BRUCE & COOK, 190 Water 
4 Street, New York. 
KY ERYTHING for the printer best and cheap- 
est. See ad No. 1 under “ For Sale. 
»UBBER stamp outfit, $5. For printers and 
\ the trade. EXCELSIOR CO., Montrose, la, 
‘HALK plates recoated, sc. per inch. No in- 
fringement. Send for cire ular. BYRON 
POPE & Co., C leveland, re) 
GQ TeRROT TE’ E, linotype » and electrotype met 
& als ; copper annodes ; zinc plates for etching. 
MERCHANT & CO., Inc., 517 Arch St., Vhiladel- 
P 





‘HIS PAPER is printed with ink manufact- 

ured by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


—_ 
ADVERTISEMENT CONSTRUCTORS. 
Wwe STAN DIXEY, writer of advertising, 150 

Nassau St., New York. 
| hag gh te advertisi E. A, WHEATLEY, 
4 257 Broadway, New York. 
E 4. wena ts Sees jalist in Advertising, 
se 7 Broadway, New York. 
( ‘ILLAM & SHAU aay, Advertisers, 623 & 
3 6%,Temple Court, New York. Write 
; St. TMO LEWIS, Mer. THE ADVERTIS 
4. ERS’ AGENCY, Penn Mutual Bidg., Phila. 
7" -WHEATLEY CATALOGUE COMBINA 
TION ; high-grade business-bringing cata- 
logues. Home Life Building, New York. 
= only writer of exclusively medical and 
advertising. Advice or ee free. 
U ns G. a Bend, Inc 
L on er of nearest branch AM, 
oF TYPEFOUND ms’ CO. addresses as per ad 
No. 1 under “ For Sale,” and get posted on type. 
Y little booklet, “ How,” tells what I do for 
the money you ou ~ to pay me for advice. 
CHARLES AUSTIN BA . Vanderbilt Bidg., N Y 

















business man. 


service rendered. 


Plans, Advice, Writing and 
Tlustrating for Adve rs. 


My charges for the preparation of such matter are exactly in proportion to the 
have written and illustrated a booklet for as little as $10, and I 


have received as much as $1,500 for a single book 
Send for ‘ Plain Talk on a Vital Question."’ 


CHARLES AUSTIN BATES, 
Vanderbilt Building, N. Y. 







yor, $1 I will write 4 trial ads on any = ct; 

this to introduce my work ; send plenty data. 
CHAS. A. WUOLFOLK, 446 West Main St., Louis 
ville, Ky. 


6é [3 008! ET PHILOSOPHY,” a few pithy facts 

> about bookiets, will be mailed to eny 

siness house that writes a letter for it. A 
Wir ATLEY, New York 


LL the borders and type » used in PRINTERS’ 
INK are at the and of people who have 
their advertisements put in type by me. \\ M. 
JOHNSTON, M, a Printers’ Ink Press, 10 Spruce 
St., New York 


I IXEY’S PROV ERBIAL PHILOSOPHY. 
“Three napene each other will bear the bur- 
den of siz.”"—(Spanish). You and the newspaper 
man can lift your advertising along pretty well, 
no doubt. Let me make the third to write it for 
yo WOLSTAN DIXEY, Writer of Advertising, 
Nassau St., New ¥ ork. 


B= you have ‘that catalogue printed, 
k Lewis about it. 

He is the adviser to Hayes Bros, printers for ad 
vertisers, Philadelphia, who have now the rep- 

utation for doing some of the best printing for 
advertisers in the country. He will tell you 
what kind of paper to use, maxe su eations 
about the type and arrangement, and tell you 
what ycu should pay 9 have it done. It will cost 
you $5 to know what Lewis can tell you about 
your catalogue. Mr. Lewis is General Manager 
THE ADVERTISERS’ AGENCY, Penn Mutual 
Bldg., Philadelphia and Buffalo. 


| hp man must ask for business before he 
4 can . 

The more pe “aes he asks, the more business he 
is likely to ge 

He must 3 often,and he must ask ip the 
right wa: 

Adve ortising is asking 

Advertising is simply saying to a man or 
woman : 

“ Here is something good. It is for sale. There 
is real economy and satisfaction in buying this 
good thing. Do you want it!” 

Brains and ideas are w 4 ‘ have to sell. 

We offer them for sale o 

We wouid offer them oveny day if PRIvTERs 
InK was published daily 

We use Printers’ INK because it is be yond 
question the best medium in the world for our 
business. 

First of all, the right method and medium 
then the right matter—those are the things that 
make advertising pay. 

Our own advertising is profitable, because we 
a A the —_ things in the right place. 

lieve we can make your advertising 
profitanie by doing the right things for you 

We are not wedded to hewspaper or magazine 
advertisi:g 

There are many times when the use of the 
mai!s is more profitable 

How and where ought you to advertise! 

What ought to be said in your ads? 

We can help you decide. 

That is what we are in business for. 

We plan, write and illustrate 

Advertisements, circulars, 
catalogues, posters. 

Write us about ad vertisi 

MOSES & HELM (C “Dan fielm, Bert M. Moses), 
111 Nassau St., N. 









folders, booklets, 


business art 


‘oes into the best booklets. Pictures are used to make the covers 
handsome and to illuminate the text. I believe 1 have made more successful booklets 
than any other living man. I have samples of many of them, which I will send to any 
















PRINTERS’ INK. 
a Wy 


The forms close on 
the 10th of month pre- 
ceding date of issue. 


H. P. HUBBARD, 
Manager Advertising 
Department, 

38 Times Building, 
New York, 


Where all advertising 
orders and corre- 
spondence should be 
addressed. 





ADVERTISING RaTEs: $1.00 per agate line per month. Discounts: 10 per cent on 1000 lines ofr cent « 
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VICKS MAGAZINE 
OF ROCMESTER 

GOES TO AN ARMY OF 

PROSPEROUS FLOWER 


GROWERS WHO ARE 
BUYERS OF G00D THINGS w 
sE_ IN VICK’S AND GET A LOAD OF RETURNS 


38 Times Buioing ® 
New YorK 


r cent on 2000 lines or 1 year. READING Notices: $1.50 per count line, brevier, each time. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t# Issued every Wednesday. Ten cents a copy. 
Subscription price price, five ieee year, in advance. 


ofc cen senna acsanes, 5 seentet 

date to Being printed ot the end ofthe century. 

copies f en ® larger Ti, hundred 
‘or $30, ora r number at same 

me tsi for the benefit r + fx ‘or PRINT- 

‘or benefit of a ns may, 

~V~ E—4 





vii e 
subseribed in his —. Eve’ is stopped 
at the expiration of tbe time paid for. 
Oscar Herzserc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New Yorx Orrices : “No. io Spruce Street. 
Lonpvon Acent, F. W. Sears, 108 Fleet St. 
Cuicaco, BsnHam & InGranam, 315 Dearborn St. 


NEW YORK, MARCH 24, 1897. 











THERE is no royal road to advertis- 
ing knowledge. 


It is claimed for the Montreal, Que., 
Star that it goes into 97 per cent of the 
families in Montreal who read En- 
glish, and that no other Montreal paper 
can show more than 27 per cent. 


SucceEssFUL advertising is not a mat- 
ter only of spending large sums. Yet 
it appears that the spending of a large 
amount widloften make successful an 
article whose advertisements every one 
persists in thinking poor. 


SmirH Brotuers, of ‘‘S B’’ Cough 
Drop fame, whose senior partner was 
the late Prohibition candidate for gov- 
ernor in this State, have just sent to 
each member of the Legislature. two 
boxes of their cough drops and a large 
paper weight. The paper weight is a 
metal reproduction of the cough drop, 
and weighs about half a pound. 


FREAK legislation is the order of 
the day. Trusts and department 
stores one railroads are to be elimi- 
nated ; censors are to be appointed 
for newspapers ; South Dakota wishes 
to tax the professional classes ; New 
York proposes to prevent merchants 
from selling articles below cost should 
they so desire. The result of all this 
is to make capital wary and distrust- 
ful, and to retard the business revival 
that is on its way. What business 
needs just at present is an opportunity 
to work out its own salvation, unham- 
—_ by ridiculous restrictions that are 

to natural laws. Nature is, 
pera | the only healer, 


One of the largest advertisers in 
New York City recently said that he 
felt it was worth a great deal to a com- 
munity to have a morning paper that is 
clean, dignified, conservative and able, 
and expressed the opinion that the 
New York 7imes will win widespread 
public recognition and patronage. 


THE Antikamnia Chemical Co., of 


Fe- St. Louis, Mo., is evidently bent upon 


deciding the substitution question in 
its own way. In an advertisement in 
the National Druggist it states that 
disappointed doctors, imposed on cus 
tomers, and honest competitors are 
daily sending to it the names of sub- 
stitutors, and that it is in turn report- 
ing these names to the medical pro- 
fession, while at the same time notify- 
ing the dealer’s neighbors, customers 
and competitors. It invites every drug- 
gist who finds that his competitor is 
filling prescriptions at a price lower 
than the ingredients cost, to write to the 
company, which will investigate the 
matter. How it will do so is not made 
apparent. Nor is any explanation 
vouchsafed as to what success, if any, 
this personal method has thus far 
achieved. 





THE State Library building at Con- 
cord, New Hampshire, is a fine fire- 
“¥: structure, and trustee William 

Chandler is ambitious that the 
library shall contain all the good things 
existing and is particularly anxious to 
obtain a complete set of the American 
Newspaper Directory, from 1869 to 
1897. The library is already supplied 
with the volumes of 1879, 1883, 1886, 
1889, 1895 and 1896, but lacks those 
for 1869, 1870, 1871, 1872, 1873, 1874, 
1875, 1876, 1877, 1878, 1880, 1881, 
1882, 1884, 1885, 1887, 1888, 1890, 
1891, 1892, 1893 and 1894. Inasmuch 
as there are many persons in various 

of the country who have old cop- 
les of the American Newspaper Di- 
rectory which are now of no use to 
them, this is an appeal to any such to 
present the copy to the State Library, 
Concord, New Hampshire. The pa- 
triotic person who complies with this 
request will, we trust, also assume the 
expense of affixing the, necessary 
amount of postage stamps, otherwise 
we fear Mr. Chandler’s library may 
be flooded with a superfluous supply 
of old books and loaded up with an 
unreasonable expense account to cover 
even very reasonable express charges. 
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SOME CIRCULATION VAGARIES. 


AS REVEALED TO THE EDITOR OF THE 
AMERICAN NEWSPAPER DIRECTORY. 


NO EXACT DATA. 

Mr. Edward B. Long, of the West- 
chester Mews, published at White 
Plains, N. Y., sends a statement, 
dated March 15, that he printed a 
thousand copies of each and every 
issue during the year 1896, and in an 
accompanying letter, without date, 
says: ‘‘I am sorry, but we have no 
exact data to work from,” and adds: 
‘‘Our patents number 864.” It is 
really a little difficult to see how Mr. 
Long is able to state that each and 
every issue of his paper in the year 
was exactly one thousand copies un- 
less he had some ‘‘ exact data to work 
and it would be particularly 
interesting to know how Mr. Long 
can issue a thousand papers every 
week when he only buys 864 patent 
insides. 


from,”’ 


THREE OTHER OBJECTORS. 

From office of / fre and Water, 93 William 
St.. New York, March 13, 1897. 

Phe circulation of our publications is our 
own property, and we do not propose to give 
it away. 

Office of the Upsolsterer, Clifford & Law- 
ton, publishers, 160 Fifth Ave., New York, 
March 5, 1897. 

Your circulation figures show an effort to 
squeeze a statement which we deny is your 
privilege to publish. 

Office of the Current Literature Publish- 
ing Co., Harold Godwin, President, 55 Lib- 
erty St., New York, March 5, 1897. 

Any deliberate design on your part to be 
little it (circulation), or any attempt to force 
from.us information to which you are in no 
wise entitled, will be resisted. 


A YOUTHFUL GENIUS. 

The business manager of the U/niver- 
sity of Michigan Daily, published at 
Ann Arbor, when returning the de- 
scription of his paper intended for the 
American Newspaper Directory for 
1897, claimed 1,500 circulation; where- 
upon the editor of the Directory asked 
for a statement in detail which would 
— the Daily really did print 
[,500°copies, whereupon the business 
manager of this university daily wrote 
as follows : 

Ann Arpor, Mich., March 15, 1897. 

On looking over the accompanying circular 
we see }ou base the circulation on number of 
printed copies. In making our estimate of 
1,500 circulation daily, we mean that our 
subscribers number about that—Z. ¢., ALWAYS 
two or three (and often four) students take 
ye paper. This rule is general. We print 
about 600 papers daily, so you can see how 
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the figures are obtained. We have but a few 
single subscribers. 
e cannot see how fairly any other figures 
can be used than 1,500. 
Hoping this is satisfactory, we are, yours 
truly, or M. Dat = 
O. H. Hans, Bus. Mgr. 


If the University of Michigan has a 
‘* school of journalism” annex, PRINT- 
ERS’ INK would recommend Mr. Hans 
as professor of circulation statistics. 


IN THE BAY STATE. 

The publisher of the Waltham, Mass., 
/ree Press, issued daily and weekly, ac- 
knowledges receipt of a page of PrinTERs’ 
Ink, in which a etter from him is quoted, 
demanding that his circulation rating be 
omitted from future issues of the American 
Newspaper Directory, and says that as a 
reply to his protest the honor is done him of 
accusing him of being a liar. He thereupon 
proceeds to relate the case of a paper cred- 
ited with 2,800 circulation, when it never had 
anything like it, but refrains from mention- 
ing the name of the paper— which probably 
has no existence outside his own imag na- 
tion. He proposes to bring the matter be- 
tore the Massachusetts Press Association for 
consideration. When he does this, if he ever 
does, be will learn that the Association will 
have nothing whatever to do with it. All 
newspaper associations handle circulation 
matters very gingerly. 


AFFIDAVITS MAKE LESS T ROUBLE. 

Some one who signs “ B. & W.,” from the 
office of the Argus and Spectator, writes 
from Newport, N. H., March 15, 1897: “As 
toc irculation, we could give sworn affidavit 
of 1,500 minimum circulation weekly. It is 
too much trouble to keep the record on a 
weekly for an entire year. 

“It appears to us unjust to rate papers so 
low, when publishers cannot supply data be- 
cause of the trouble involved. 

“A sworn affidavit system is preferable, we 


think.’ 


WHAT ONE MAN BELIEVES. 

We believe the year 1897 will be a marked 
one in the advertising field in one particular 
—advertisers will insist more than ever on 
being reliably informed as to what they are 


purchasing. Yours very truly, 


Tue Eveninc News Ass'n, 
H. S. Scott, Asst. Mer. 
1897. 


Detroit, Jan. 20, 


Advertising agents observe that the 
tendency on the part of advertisers is 
to turn down the papers that do not 
issue circulation statements in plain 
figures. No advertiser uses all the 
papers, few use one-tenth of all, and 
there are publishers enough who let 
their issues be known to absorb even 
the most liberal advertising appropria- 
tion. No matter how high the quality 
of a paper, that quality is not impaired 
by a knowledge of the quantity also. 

‘i soo ats 

ADVERTISING may bring custom— 
but only square, honest dealing will 
hold trade. 
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TWO PATHS ARE OPEN. 


New York, March 12, 1897. 
Editor Printers’ Ink : 

The publishers of the American Newspa- 
per Directory announce that a page adver- 
tisement inserted in the June issue of that 
work, for which the price is $50, will appear 
in the September and December issues also 
without additional charge ; but that the same 
advertisement, if not inserted in the June is- 
sue, must pay $100 for space in the September 
issue and another $100 for space in the De- 
cember issue. Here is consistency. Fifty 
dollars pays for December, September and 
—_ but it takes $200 to get a page in the 

ptember and December books if the June 
pook is not used. What do you think of such 
an absurd way of doing business ? 

INQUIRER. 


“Inquirer” has two pathscpen. He 
can put his advertisement in the June 
issue and get three issues for $50, or 
he can stay out altogether and save his 
$50. Probably, however, he will com- 
promise, stay out of the June and Sep- 
tember issues, and then pay $100 for 
the December issue—and make a fort- 
une out of the investment in 1898. 

Sa Sara 


A BLUE GRASS FREAK. 


Office of ) 
Tue E. E. SutHertanp Mepicine Co. 
Papucan, Ky., March 8, 1897. " 
Editor of Printers’ Ink: 

We would like to know what the “ Little 
Schoolmaster.”’ thinks of the inclosed letter 
from the Mayheld (Ky.) /tem ? 

Yours truly, 

Tue E, E, SurHeRcanp Mep. Co. 


Office of “‘ Tut Mayriep Item.” } 
Mayrievp, Ky., March 5, 1897. 

E. E. Sutherland Med. Co., Paducah, Ky.: 
Dear Sirs—We contracted with you for $8 
on a basis of 1,000 subscribers. February 25 
we made an issue of 2,500 and more, March 
4 our issue was 3,100 to the best people of 
the county, and all of March is to be the 
same, so you see we will do three to five 
times the service for you that we contracted 
todo. We suppose you do not want some- 
thing for nothing, and trust to you to do us 
right. We are ready to show proof of what 
we say. We sent out the extra issue in 
sample copies to the taxpayers of our county, 
addressed to them individually same as regu- 
lac subscribers. Please let us hear from you. 

Respectfully, Isaac RANDOLPH, 
If you are not willing to give any more for 
so much extra issue we would like to have 
your permission to leave out your ad for the 
next three issues, as we think the extra work 
already done would more than compensate 
you for the three issues. We want you sat- 

isfied and pleased. Very resp’y, 
Isaac RANDOLPH. 


PRINTERS’ INK has locked at this 
communication several times and each 
time has failed to think of anything 
that he could possibly say. Isaac 
ought to be put into a museum some- 
where, 


TREATED WITH SPURN. 


The business manager of a daily pa- 
per published in the wild and wooly 
West is in the habit of flooding adver- 
tisers with a very pretty leaflet or 
primer, in which he tells large stories 
concerning the service to advertisers 
which his journal is capable of render- 
ing. This publisher is a member of a 
mutual protective association of news- 
paper men, who, ameng other things, 
agree among themselves that, whatever 
other people may do, they will not 
waste any money in advertising. When 
the Little Schoolmaster received the 
leaflet above referred to he thought he 
would be glad to bring out for publi 
cation the views of this newspaper 
man of the Occident for the considera- 
tion of advertisers everywhere. To the 
following letter, however : 

New York, January 21, 1897. 
Publisher of Fournal, Minneapo.is Minn.: 

Dear Sir—You know, if you want to reach 
advertisers, a real good way to do it is to put 
an advertisement in Printers’ [INK. Some 
people have an impression if they want to 
reach the people of Minneapolis it would be 
well to put an advertisement in the Minne- 
apolis Boue nai. You know how that is. 
Other people think a nicer way would be to 
print a pretty ttle book, and send it to the 
people of Minneapolis by mail. Very likely 
you think that would be more effective and 
even cheaper than to a and address them 
through the Fourna/. ‘hat do you think 
about it? Would you mind writing us a let- 
teron the subject for publication in Print- 
ERs’ Ink ? 

Your reply will greatly oblige and interest 

*RINTERS’ INK. 


PRINTERS’ INK never received a reply. 
> 


THE census is the foundation of real 
advertising study. 

THE bona fide and guaranteed circu- 
lation of the A’ews is larger than of any 
other daily paper published in the city 
of Paterson. ‘The A'ews is prepared to 
establish its claim to the largest circu- 
lation of any Paterson newspaper by 
opening its books, paper bills, etc., to 
the inspection of any advertiser or any 
reputable advertising agency. The 
News believes in giving and receiving 
sixteen ounces to the pound always, 
and as advertising is valuable accord- 
ing to the an.ount and quaiity of circu- 
lation, it believes that the advertiser is 
entitled to know all the faéts bearing 
upon that vital question. The Mews 
is the people’s paper, and it is found in 
the homes of the people. — 7%e Even- 
ing News Official Paper for city, county 
and State, Paterson, N. J., Saturday, 
March 13, 1897. 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 


to offer suggestions for the promotion of better advertising. 
Tell your advertising troubles 
Little Se hoolmaster in the Art of advertising) can lighten them. 


booklets, novelties, catalogues 


tions to the Editor of PRINTERS’ In 


A discussion is going on in the office 
of the Norfolk Virginian. John E. 
Maxwell, Jr., is one of the principals, 
while Mr. Glennan, the owner of the 
Virginian, is another. This is Mr. 
Maxwell’s side of the story : 

Editor of Printers’ Ink: 

Dear Sir—This advertising business is 
queer. The writer has no very great opin- 
ion of the inclosed ad of Jno Willis, Jr.,a 
large furniture dealer, which was prepared 
and written by him, but around this office it 
isthought to be exceptionally good. What 
does Printers’ Inx think of it? 

The writer thinks that it is weak in selling 
+ age while the owner of the l'irginian, 
Mr. Glennan, takes exactly opposite ground. 
He thinks that it is calculated to appeal to 
the finest class of customers. A poll of the 
printers about the office develops that they 
think with Mr. Glennan. Very truly, 

(Signed,) Jno. E. MAxwEtt, 
Advertising Manager Virginian, and Writer. 

The ad that caused all this trouble 
is, in the mind of PRINTERS’ INK, a 
rattling good one. It is set up in 
single column, has a weakly displayed 
head-line—but that is the frinter’s 
has a row of little Cupids down 
which is an extremely effect- 
and the reading mat- 


fault ; 
one side, 
ive illustration, 
ter of which runs as follows : 


DID YOU GET 
A VALENTINE ? 


I sent out last week a great many Valen- 
tines. It tooka form out of the ordinary, 
this valentine of mine. I took a great big 
Porch Rocker—the kin@® of a chair that 
everybody is apt to want one or two of—and 
marked it down to $1.31. I put acut in the 
Virginian, but it was a half-tone cut and 
not suited to newspaper, so it did not do the 
chair justice, but people came nevertheless 
and carried away many Rockers, for | sold 
them without time or quantity limit. When 
these appeared likely to give out I had more 
shigpal: so if you did not get it last week, 
come then this week for your valentine. If 
you do not know how cheap this is, or if you 
have not seen these Rockers, you had better 


—- the matter. 
e new Furniture I bought is being 


opened up. Look in my window. here is 
the finest set there, I think, that you ever 
saw. People come to my store just to look. 
It is a show place, and everybody seems to 
understand dee they are welcome, and that 
they do not have to even ask the price. This 
store is like home, but there are few homes 
so well furnished. Opposite St. Paul's, on 
Church street, this store is. 
JOHN WILLIS, Jr. 


~ Ieis a good ad because the illustra- 


Send newspaper ads, circulars, 
perhaps PRINTERS’ INK (The 
Address all communica- 


LDL D LDL 


tions will catch any woman's eye and 
the head-line will make any woman 
read it—and women are the people 
who buy rockers. It takes a good 
needful article and tells plainly what 
it is and how much it will cost at the 
store of John Willis, Jr. The price 
on this article is so low that any one 
would be willing to go to the store and 
see whether the quality was all right 
for the chance of getting a good bar- 
gain. It tellsa good reason why all 
the rockers were not sold in the past 
week, and it ends up with a little gen- 
eral talk about his store. So much for 
what is said. As for how it is said, 
anybody can judge that himself. We 
read it through, and we believe any 
one would who once started it. The 
cupids insure its gaining attention, 
*_% 
* 

Here is the letterpress on a postal 
card sent out by the printer of the Zgg 
Reporter 

I find it an advantage to set all the adver- 
tisements in the Egg Keporter myself. There 
are many better printers in my office than I, 
but the advantage seems to lie in the fact 
that I know every customer, and I imagine 
that I know just how he wants his advertise- 
ment to look in print. Not being printers, 
advertisers cannot always tell me, but I try 
to interpret their thoughts and to follow a 
typographical style, the effect of which I be- 
lieve they see in their mind's eye when they 
are writing their advertisements. If a mer- 
chant handles eggs and veal, I emphasize | the 
EGGS and let the veal sneak in iaconspicu- 
ously. I try to slightly magnify the especial 
capabilities of every firm. In short, I do all 
an intelligent printer can to make the shipper 
go out on the sidewalk and nail the tags on 
the « himself to make sure that he is 
sending his eggs to the right house 

Frep KIMBALL. 

P. S.—I always did detest the man who in- 
flicts his face on his customers, but I offer 
the above as proof that I work—that lama 
plodding, serious mechanic—who has a good 
thing. F. 

The postal is ornamented with a 
half-tone of the Egg Reporter man 
standing at his case at work, The 
picture is really an ornament, for Mr. 
Kimball is a jovial, good-natared look- 
ing individual. I rather like the let- 
terpress all the way through. It is a 
good ad if it was not for one thing, 
and that one thing is about the biggest 
thing possible in an ad. The postal 
card does not tell where Mr. Kimball 
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lives or where the Egg Reporter incu- 
bates. I don’t know, and I don’t sup- 
pose lots of other people who received 
the postal know. Consequently it is 
a good ad thrown away because it was 
not complete. 


The Neptune Laundry of Philadel- 
phia sends me two little folders that 
are first class. The front page of each 
has an illustration that is a little bit 
gay, and possibly might be modified in 
deference to the prejudices of the 
‘* goody-goods "; otherwise the little 
fulders are very clever. I consider 
both of them worthy of reproduction. 
Here they are: 


The careful dresser, the man with econom- 
ical and particular tastes, who has a pair of 
trousers, coat,waistcoat, suspenders, cravats, 
cycling suit, smoking jacket, lounging robe, 
spats, summer flannels, and other articles of 

rsonal attire requiring renovation, will find 
it to his advantage to test the superiority of 
the new processes employed in our cleaning 
and scouring department. 

We believe —we are assured of it by ex- 
perts—that we are doing the best work in 
this line. We are prompt and always polite. 
Our prices are what they should be. We 
will call anywhere. 

Your patronage is respectfully solicited. 

NEPTUNE LAUNDRY, 
Fifteenth and Columbia ave., PHILADELPHIA. 

We'll clean anything. We'll scour any- 
thing. We'll wash anything. We'll call 
anywhere. Anytime. ’Phone 6972. 


CASTING OFF CLOTHING 

which with proper treatment may be 
renovated and restored is a too common ex- 
travagance. The waistcoat, the coat, the 
pair of trousers you are about to discard will 
serve you for many months more if you give 
them the benefit of the brains, skill and care 
employed in our Cleaning and Scouring De- 
partment. 

Competent judges declare that we are do- 
ing the best Cleaning and Scouring work in 
town, We are making a specialty of fine 
work. We are doing all work thoroughly, 
promptly and at reasonable prices. 

Party dresses, rugs, lambrequins, ribbons, 
cravats, lounging robes, blankets, gloves, 
feathers, draperies, piano covers, table 
scarves, tea gowns, flannels, silk curtains, 
men’s wear. 

No matter what it is, if it’s worth cleaning, 
we can save it. Goods to be cleaned and 
scoured may be handed to the drivers of our 
regular laundry delivery wagons. 


NEPTUNE LAUNDRY, 
Fifteenth and Columbia Ave., PHtLapeLputia. 
*_* 

* 

L. D. Manchester is a plumber at 
Kent, Conn. He is also a tinsmith. 
He also deals in stoves, ranges, lamps, 
cooking utensils, and carries a small 
stock of paint and household hard- 
ware. He has issued a little folder 
that he sends to people who are likely 


to need his services. In it he talks 
principally about his plumbing busi- 
ness. He says: 

The man who sends for me will get me just 
as soon as I can get to him—-! drive to those 
at a distance with all reasonable haste. If I 
say | will come right away, | will come right 
away—D. V. If I say I will be there in half 
an hour, something very unusual must hap- 
pen to prevent me from getting there in that 
time. This means that I will not prae 
what I cannot perform in order to hold your 
trade. 3 

1 can do in a perfectly satisfactory manner 
anything that comes within the limits of my 
several trades that you are likely to want 
done. Ido such little jobs as soldering holes 
in basins, and such big ones as installing 
complete steam, hot water and hot air heat- 
ing plants. 

wish to avoid all appearance of boasting 
and will simply add to the above the state- 
ment that in the city of Mt. Vernon, N. Y., 
I passed the examination that every practic- 
ing master plumber must pass in New York's 
largest cities, and secured the license that 
now hangs in my store here in Kent. 

All the tools and appliances that I am ever 
likely to need in plumbing, heating or metal 
working I have. My tools are of the mod- 
ern, labor-saving kind, and though they are 
expensive, they save my patrons a good deal 
in the course of a year, by enabling me to do 
my work quickly and by the most approved 
methods. 

Nearly all of my work is done by my own 
hands and brain ; all of it is done under my 
personal supervision. 

I have no flexible scale of prices. I charge 
everybody the same price, for I suppose my 
time is worth as much to one as to another. 
I charge 40cents an hour invariably, count- 
ing from the time I leave my shop until I 
return. If I use another’s labor with my 
own, his costs less—about half. I am too 
busy to “ nurse ’’ a job, even if I had the in- 
clination to do so. I do all my work as 
quickly as it is consistent with good work. 

I extend 30 days’ credit to all responsible 
persons, but, of course, prefer cash. 

Mr. Manchester also has something 
tosay about his stoves, ranges, paints 
and hardware. I like his circular very 
much. If he lives up to it and doesn’t 
‘*nurse ” his jobs—being a plumber— 
he deserves the bridal chamber in 
Heaven. His circular has a ring of 
honesty about it, and should dispose 
people in his locality to employ him. 

There is just one place in his circu- 
lar where he shoots.a little high for a 
plumber. I am afraid he shot over 
the heads of most of his probable pa- 
trons when he put in the cabalistic 
letters ‘‘D.V.” I am sure that he 
shot over mine. I puzzled over those 
letters for some time before_I discov- 
ered, with the aid of a dictiortary, that 
“1D. V."" stood for ** Deo volente,”’ or, 
in plain English, God willing. I don’t 
believe in Latin in a plumber’s ad, or 
in any other kind of an ad. Plain 
English is good enough, and the plain- 
er the English the better the ad. 





PRINTE 


The firm that is always on the 
watch for new ways of pleasing and 
accommodating customers, and that 
persistently advertises each new feat- 
ure of this kind, is pretty sure to be| 
successful. Here is an advertisement 
of Barnard, Sumner & Putnam Com. 
pany, of Worcester, Mass. : 


Custom-Made Furniture. 


It seems odd to be fitted for a chair or 
couch, and still this is just what we are doing | 
every ‘day ; ; andwhy not? You don’t wear a 
shoe that pinches, and your clothing a 
better when made to order. 

You want a Couch to fit in a certain space. 
We'll make it. 

You want a Chair to suit your own notions. 
We'll make that. 

After all it doesn’t cost any more to have 
a thing right than it does to have it wrong. 
Your old easy-chair or couch, which has been 
a comfort to you for years, needs a new 
cover,etc. We'll tell you the cost for the 
asking. Satisfaction is worth a lot, but you 
don’t have to pay for it here, because “i 


oes "’ with every purchase 
g yP 


| 
| 





I call this a first-class advertisement. | 
But it is an advertisement that would 
not be possible without an enterprising | 
firm back of it. I don’t suppose that 
the idea of custom-made furniture is 
entirely new, but I do not remember 
to have seen it advertised before. To 
well-to-do people it is certainly an at- 
tractive idea to have furniture made to 
suit personal tastes, and to fill special 
nooks and corners. It is an idea and 
an advertisement that, in a community 
of well-to-do people, ought to bring 
business. 

* 


RS’ INK. 
For a Confectionery Store. 


Take One? 


We want to emphasize one fact about these 
chocolates and bon bons we make, which is: 
That there are none better at any price any- 
where in America. How do we know this, 
you may ask? We know it because we have 
tasted and tested the candies of all the so- 

| termed leaders. We have the best candy 
}maker that ever donned an apron and cap. 
He has his orders never to use any but the 

| purest and finest ingredients he can buy — 
| regardless of price. We use only pure fruit 
flavorings and not artificial 


For a Flour Mill. 
‘The Health 
Giving Qualities. 


of bread made from “ ——*’ Flour 
are beyond dispute. “ Ceres’’ is strictly a 
hygienic flour—is made from wheat grown in 
the fertile fields of Dakota and Minnesota 
is ground in the most modern mills, which 


” 


| are equipped with the latest appliances, by 
| scrupulous, clean millers, and makes more 


bread than any other flour. 


For a Coal Dealer. 


Coal That Heats. 


“ Quality "’ and “ weight ” regulate the 
price of coal. Wecould cut our prices 
in half if you were not particular about 
those two points, Our coal is uniform 
in size, free from dirt, stones, slate or 
other foreign substance, and weighs 
2,240 Ibs. to the ton. 


kor a Tailor. 


sé WEAR'’S ?? 
The Difference? 


Anybody can tell you it’s pudding after 





READY-MADE ADS. 


[1 do not write these ready- made ads. They are 
taken wherever they,gre found, and credit is 
iven to the author when he is known. Contri- 
yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—-Ep. P. 1.) 


For a Bicycle Store. 


Dollars Will 


do wonders just now. Bring a 
few here and see the remarkable 
values in first-class bicycles. 
Only a few left—examine them. 


, For a Bakery. 


Nothing Else 
Could Be Better 


for everybody than our Whole Wheat 
Bread. It’s made of whole wheat flour. 
Contains all the elements of wheat, just as 
they are found in the wheat kernel. Whole 
Wheat Bread makes children grow—makes | 
strong bones and healthy bodies. It’s a true 


food for ALL, 


they have eaten it. Just so with our $12 
Suits and others. Anybody can tell you after 
| wearing which is made and finished best, but 
| few can tell by just looking. Look at our $12 
| Suits, and then look at others; perhaps you 
can't see the difference, but, like pudding, 
you'll find it out. 


For House Furnishings. 
These Bargains 
Are for Everybody, 


but more especially for those who are 

going to entertain inaugural visitors, and 
have got some buying to do to get ready for 
them. You'll find just what you're wanting 
—for little or nothing. We had this neces- 
sity in mind when we decided we could 
handle the enormous quantities we were ob- 
liged to take to get the manufacturers down 
to our prices. It’s between seasons, or they 

ever would have acceded to the offer we 
| made, 
| Come here for anything that furnishes a 
house, and you'll find it is marked at the 
lowest price ever quoted. 


CASH OR CREDIT, 
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ADVERTISING TOKENS. 

The issuing of advertising tokens or coins 
began to be quite common in the early thir- 
ties. At first the coins were mostly in cop- 
per and about the size of the big pennies in 
circulation previous to 1857. he obverse 
and reverse of the tokens were given to the 
s of enterprising 
firms. Thousands of merchants took advan- 
tage of this form of ge sa during the 
interim between 1830 and 1880. 

All sorts of businesses were advertised on 
thecoins—even newspapers issued the tokens. 
The coins were for free distribution, and 
during the half century of their vogue they 
were considered good advertising media. 
After the civil war the popularity of the 
tokens as advertisers began to wane, although 
they were issued scatteringly up to 1880, 

The coins were of copper, brass, tin, silver 
and various alloys. They often bore pictures 
on one side; rarely on both. The reading 
announcements were sometimes quite extend- 
ed ; again, they were very bold. The follow- 
ing are examples of ads on the earlier mintage 
of these tokens: ‘Peck & Burnham, 54 
Hanover street, Boston, wholesale dealers in 
French, British and American dry goods. 
General assortment silver spoons, spectacles, 
gold beads, — razors, combs and fancy 
articles.”’ my! of a medal awarded to 
Robinson, howe Co. for the best military, 
naval, sporting and plain flat buttons, 1833.” 
The face shows a symbolical design, and 
the words, ‘* American Institute, New York,” 
“ City Coal Yard, Providence, R. I. .” around 
the picture of a fire-place. The reverse side 
has, “Ephraim A. Hathaway, anthracite 
and. bituminous coal, 1833. “Speed the 

lough—it feeds all,’’ with a pictured plough | that 
. the center. On the other side of the coin 
is, “* Walsh’s general’ store, Lansingburgh, 
N. Vie on, . SEVERN, 


Sitenabtionsa 
HOW IT IS WORKED. 

While on the subject of misleading or catch- 
penny advertisements, I want to pay my re- 
spects to the part who wants your neigh- 
bors’ addresses. Ton have all seen the ad- 
vertisements I mean, They are all much 
alike, usually something like this: 


ANTED.—Your neighbors’ addresses. 
We pay $5 per roo. Address, with 


30 cents, ——— -———. 


They do not want addresses. They would 
not know what to do with them after they 
got them. Here is the way it goes: You 
write them and inclose ten cents. They re- 
turn yn acircular and a signed contract in 
which they agree to purchase names from 
you at $5 per roo, but you cannot go to work 
—not just 7-78 are not prepared. You 
must buy a blank book which will enable you 
to properly collect and classify the names. 
They have just the very thing. It is made 
especially for this purpose, an ‘they will sell 
it to v= at cost (?) usually from $2 to $4 
each. After sending the money for the book, 
and not before, you find that the names 
wanted are those of firms whose boilers have 
blown up recently, whose safes have been 
panied, Sad sasevered whose relatives have in- 
explicably disappeared, been lynched, fallen 
out of balloons, etc. In fine, if you applied 
yourself closely, you might earn $5 about as 
often as a century plant blooms. The postal 
authorities cannot reach them, They are 
too smooth.— 7 ke Bill Board. 


Tue beer bottler’s ad should not be stale, 
flat and unprofitable, 
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WHY SHE CHOSE IT. 

“How did you happen to insure in that 
particular company ?”’ 

“T consulted the wishes of my wife.’ 

“* Of course, that’s very ft wher = But 
—does she know anything about life insur- 
ance companies ?” 

“ Yes. -She investigated, and found that 
this one alwaysissues the prettiest calendars.”’ 
—Exchange. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in oue week in advance. 











MICHIGAN. 


RAND pArios bal DEMOCRAT covers Western 


MISSOURI. 


( at + | the field — St. Joseph HERALD—8,000 d. 
., 9,000 w. LA COSTE, New York 


NEW YORK. 


B INGHAMTON LEADER. 











I INGHAMTON LEADER, the tea table favorite. 





gg LEADER, leading afternoon 
rand the favorite’ family medium. 

B JRINGHAMTON LEADER, the home paper, filled 

snes a Ere local and general news ; no boiler 

plate, no awe ae ut xy legitimate paper 





ures, 








Do wernoon p LEADE 


reulation covering 
Weekly 6,600. More 


ev issue 1895, Daily, ri 
oH kc he *.% Binghamton 


circulation wee! ay wan at 
weeklies combined. 
SPECIAL AGENCY, sole, ‘gts ) 2 Adver- 
tising, New York and Chicago. 


OHIO. 
| og «+ MORNING TIMES, Evans NEws. 


WEEKLY Tres -NeEws, 14,000 daily, 4,500 
weekly. LA COSTE, New York. 


TEXAS. 


(jALVESTON TRIBUNE. 














(jALVESTON TRIBUNE, a money winner. 





(jALVESTON TRIBUNE, the most influential. 





YALVESTON TRIBUNE, prosperous ane pow 
erful. Leads the afteneon pi 


YALVFSTON TRIBUNE makes ay ~ it- 
self and wil?make it for you. Thorough! 
up to date, with all modern mec! ical appli- 
ances. A live paper for live people. 
G4 TRIBUNE, every copy counts. 
circulation larger than an, 
in A dividend-paying medium, backed 
by the brains and capital of the city. 
YALVESTON Ky wate , Rety four 


I live, 
b. Co. 


Phe DDublished by the @ the 2, oe ve . “es 


has. Fowler, Vice 


Sealy, T: ONred 
Clarence ens.» Editor. 8. C. rye Becta 
Agency, sole agents. x 


WASHINGTON. 
[aE PL 
GEATILE POST-INTELLIGENCER. = " 
Largest 

















circulation in the State. 
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CANADA. 
$6.00 nee es 30 best papers in Prov. | Thousands 
Montreal. 


». E. DESBARATS, Ad Agency, 





of patrons have been 


. l ti > . 
Displayed Advertisements reading the 


so cents a line; $100 a page; 25 per cent 


extra for specified position—i/ granted. 
Must be handed in one week in advance. 
peat teaenton > te ftw 2 ioe widmanse - 
AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 


{GUARANTEED CIRCULATIONS. “The circuls 
tion o e following papers is guarante y the —— 
publishers of the AMERICAN NEWSPAPER DIRECT- for over 40 years. 
ony for 1008, who y EF, fy oF om Tl lik ; fi 
each and every case where it s proved that > ce 

the paper was not entitled to the rating accorded. ne y IKe it or 


EIGHT-HOUR HERALD, Chicago, 17,370. its sturdiness, 
clean pages and 
“FISHERS OF MEN” freedom from all 


The shrewd advertiser who drops his cc , 
into the Jackson, Tenn., that is vulgar. 


«- WHIG.. it is THE BEST 


, is sure ofa good catch 
morning paper in a jus of oA = 
undred miles—a veritable Alex- A 
ander Selkirk inits territory. deck dvertising Medium 
son is an up-to-date city of 15, s 
inhabitants without a clam or a in Albany. 
mummy. It is a manufacturing, 
and educational center and 


- IE toga JOHN H. FARRELL, 


, 


The W Beis the key to th situat 

e HIG is the ey to t e ion. 

L, J. BROoxs, Prop’r, Jackson, Tenn, Editor and Proprietor, 
H. D. LA COSTE, ALBANY, N. Y. 


EASTERN REPRESENTATIVE, 38 PARK Row.N.Y. 

















Top in 
Circulation 


The ANACONDA STANDARD has attained a Paid cjrcu- 
lation (with the single exception of the Oregonian 
of Portland), Daily and Sunday, greater than that 
of any other newspaper published in . o- 
OREGON, IDAHO, UTAH, THE DAKOTAS, 
WASHINGTON, WYOMING, or MONTANA 
Circulation: - - = = Daily, 9,582. Sunday, 10,362 


’ E. KATZ, AGENT, 


; 230, 231, 232, 233, 234 Temple Court, New York. 
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To Lawyers: 


THE ARGUS 
COMPANY ... 


will print your law cases at the 
following prices: 
Per page. 
Law Cases less than 
300 pp. (40 copteah 55¢. 


Mover (a0 copied = | DOC. 


Cover to be counted as two pages. 


| Simplicity, 
| Economy of Operation 
Convenience, 


are combined in both our 
*¢ MULTIPRESS ”’ and our 
‘““NEW MODEL.’’ 
The former prints 4, 6 or 8 
pages at moderate speed; the lat- 
ter, 4 or 8 pages at the fastest 





ratte tas ee 


speed known for that type of press. 
These figures are for PLAIN, OR- — ” on telb iid 
DINARY LAW CASE WORK, 


AW We aim to please you. Write 
and are for CASH (30 days). J 


us as to your needs. 
ANOTHER .... Why not print those book- 
STRONG POINT lets, programmes, etc., on a 

“CENTURY ”’ PONY ? 
PROMISED, which, in itself, is of 


= oe we importance to the legal Campbell Printing 
raternity. 
: Press & Mfg. Co. 


THE ARGUS CO. 
ALBANY, N. Y. 6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


The Argus Company will agree 
DELIVER WORK WHEN 
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*e . THE ee 
Is the only morning paper in Delaware. Pub- 
lished in Wilmington, a city of 
72,000 PEOPLE. 


It carries more advertising, local and foreign, 
than any other paper in Delaware. 

That shows that it brings returns, which are 
better than circulation statements. 

The advertiser wants returns, not figures. ‘ 


THE NEWS PUBLISHING CO. 
Delaware. 


Wilmington. # 
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The Circulation Make .. . 
Advertising 


Pay.... 
WILLIAMSPORT a ae 


(Pa.) 
THE 


Gazette Evening 
= Bulletin Journal 


Is guaranteed to be as represented ; 
6,000 Daily, Was a daily visitor during 1806 
4,000 Weekly. to no less than 


; I 5, O35 Families 
For rates aM in tt Ith burt ' 
-In ve wea y suburdan popu a- 
wr Ns a li. D. LaCoste, tion of Hudson County. 
e 
ae - “ ey The MEDIUM that reaches 
ew Tor 
. 7 15,035 families must pay 
address : 
<a> advertisers. 


er | 


The Des Moines 
Daily News... 


Stands for honesty, independence and wholesome 


pregress among respectable one-cent papers. . 


The Des Moines Daily News 


Stands for successful one-cent journalism in Iowa, 
and stands alone. a> 


The Des Moines Daily News 
4 Printed and sold during the entire year 1896 a 
daily average of . » —- we 


15.019 


copies—SWORN TO. 


7 


OF THE 





OF JERSEY CITY, N. J., 
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EASTERN OFFICE, 150 Nassau Street, New York City. 
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/ D\ ZA 


TWO OF THE BIGGEST 
THINGS IN THE WEST ! 


THE 


Chicago Dispatch 


and the 


CHICAGO WEEKLY DISPATCH 


The Evening Dispatch has an average 
circulation of 


Over 115,000 Copies Daily 


and the Weekly Dispatch has an average 
circulation of 


50,000 Copies Weekly. 


THEY ARE BIG BUSINESS BRINGERS 


HOME OFFICE, 


EASTERN OFFICE, 115-117 Fifth Ave., 
517 TEMPLE COURT, CHICAGO. 
NEW YORK. 
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Kansas City 
Times 


with its guaranteed circulation of nearly 24.000 
copies every day, offers to advertisers the best me- 
dium for results of any.Western paper. 

Proof of its paying qualities were recently dem- 
onstrated by the Bee Hive Dry Goods Compary, of 
Kansas City, whose manager says: 


Kansas City, Mo., Feb. 13, 1897. 
Mr. FRANK P. Fvoss, Business Manager 
of THE KAnsAs City TIMEs : 

DEAR Str—The effect of our advertisement in THE 
‘TIMEs to-day was magnetic. So much so that an extra 
corps of salesmen were so busy during the day that they 
were unable to fully attend to the wants of our estab- 
lishment. However, we were able to sell, I think, the 
largest amount of shoes that have ever been sold in 
Kansas City in a single day. ‘| he bargains which were 
offered through the columns of !HE | IMES were eye- 
openers. I am fully conscious that advertising pays. 

Very respectfully, 
Lee J. Scuirr, Mgr. Bee Hive. 


The advertising rates of Tye Times are as low 
as any paper in the country on a circulation basis. 


Send for copy and rates to oom KANSAS 


*” CITY TIMES, Kansas City, Mo., 











POR is 5 amen, or 
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The Gvening Wisconsin. 








FIFTIETH YEAR. 


MILWAUKEE, MARCH 4, 1897. THREE CENTS 
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says? 


“The Boston Transcript, Brooklyn Eagle, 


New York Evening Post, Philadelphia 
Telegraph, Washington Star, Chicago 
Post, Milwaukee Wisconsin and San 
Francisco Bulletin are evening papers of 
high character, and go into homes and 
have a worth to advertisers beyond the 
mere figures of their daily circulation. 
They have no waste circulation. Every 
copy goes into a home, and goes there 
because it is wanted there. The forego- 
ing small list constitutes a very choice 
group of papers. If there is any other 
evening paper anywhere that has a better 
right to be named than one of these, 
Printers’ Ink would be glad to be fur- 
nished with its name and to consider the 
reasons set up by its publishers for a 


place among the eight.” " 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for advertisers in the State 
of Pennsylvania. « w« 
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. The Press is 
the greatest 
want medium 


in Philadelphia. 
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Largest two-cent Circulation. 
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THE CONFESSION OF AN AD- 
WRITER, 


Richard E. Bird. 


If you write your own ads you proba- 
bly have long -since decided that one 
of the hardest things in the world is to 
tell an old story more than five or six 
times in a new way, especially if you 
want the new way to be a good way 
every time. 

Your expert Ar adwriter lays down 
rules for adwriting that are simplicity 
itself. He tells you that the way to 
write your ad is—to write it. Tell 
your story in the most simple, direct 
way possible. 

That’s all right the first time, but 
how about telling the same story every 
day for a month or every week for a 
year? 

Oh, well, says your expert, you must 
get up a new story ; ads are news, and 
your ads ought to be as fresh and 
sprightly and interesting as the regular 
news columns. : 

But the news columns are not alway 
fresh and sprightly, or if they are 
sprightly they are not always truthful, 
if we may believe the critics of the new 
journalism. If the news-gatherer, with 
the whole world before him, cannot 
get up a readable paper without mak- 
ing an occasional journey to the land of 
fakes, how can you expect a business 
man, who must confine himself to the 
truth, and the truth about one small 
business at that, always to have a new, 
readable, sprightly, interesting story ? 

I confess that I’ve told the same tale 
many a time and in very much the 
same manner. One of my contracts is 
the preparation of advertising matter 
for the two Hosterman publications— 
Farm News and Womankind,of Spring- 
field, Ohio. The story of these pa- 

rs is simplicity itself. Farm News 
is a first-class agricultural monthly. It 
has a recognized admitted standing 
among the papers of itsclass, All over 
the Mississippi Valley—in fact, in 
every State in the Union—it is read 
and prized. Its editors know the farm- 
er and his family, and know how to 
make the paper one of the family. It 
‘‘gets up next” to 80,000 farmers 
every month. Its circulation is rapid- 
ly growing, and the publishers are glad 
to show any advertiser its circulation 
books and mailing records, Its rates 
have been revised to suit the times 
we've been going through. 

Womankind s story is as simple. It 


is a popular monthly, devoted especial- 
ly to things in which women are in 
terested. Since the first of January 
25,000 new paid-in-advance subscribers 
have been added to its list. It’s hand- 
somer and better every month. Hun- 
dreds of subscribers take the trouble 
to sayso. Its popularity is explained, 
I think, by the fact that while there’s 
not a line of trash in it, it doesn’t 
shoot over the heads of the mass 
of people. Ninety per cent of the 
married women of this country are 
their own housekeepers; those are the 
people to whom Womankind goes with 
practical suggestions of help and com- 
fort. 

There’s the whole story of both pa- 

rs. The only thing I can do is to 
tell it over and over again. No rhe- 
torical flourishes are going to add any- 
thing to it. It does no good to talk of 
results, for the experienced advertiser 
knows whether such papers will give 
him results or not, and all I could say 
in fifty issues of PRINTERS’ INK would 
not change what he knows. 

Of course, there are occasional items 
of news that I can work in. When an 
advertiser writes in telling of results 
beyond all expectations—that makes 
good ad material ; when 1,000 new 
subscribers are received in a single day 
—that’s worth using, but in the main I 
tell the same simple story over and 
over, and if I am tempted to tire of it 
my only consolation is that the truth 
wears well. 





‘THE DICKEY BIRD.” 

The Dickey Bird is a new advertis- 
ing leaflet, gotten out once a month by 
the Hosterman Publishing Co., of 
Springfield, Ohio, in the interest of 
their several publications. Among the 
things 7he Dickey Bird says are: 

‘* That a great many people have to 
see an ad a great many times before 
any very great impression is made upon 
them.”’ 

‘*That while the wise advertiser 
does not follow fads nor fashions in ad- 
vertising, he is very quick to turn a 
popular fad to his own account if he 
can.”” 

** The advertisers who want to reach 
farmers lose if they don’t use Farm 
News.” 

‘*That a man does not have to be- 
come a crank on advertising to do 
business successfully, but the more en- 
thusiasm he has the more businéss he 
is likely to do.” 
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STEWART & HOLMES DRUG Co. ag Wy 


WHOLESALE 


DRUGGISTS CARIES 


WEIGHT 


ASSOCIATE HOUSES AT 


TACOMA AND WALLA WALLA 


Seattle, Wash., 


TO WHOM IT MAY CONCERN: 
The Post-Intelligencer stands pre- 
eminently at the head of all advertis- 


. . — ] No hw ; 
ing mediums in the Northwest and we 


ake pleasure in indorsing its val 
to all contemplating extendi 
tinuing advertising in our 
own experiences convince us 
Post-Intelligencer covers 
exclusive field and brin 
obtainable through 

our observations of 
advertising done by 

medicines is that th 

sale are largely ins; 

tained by the advert 

paper. We have no hes! 
ommending the daily, 
Post-Intelligencer as 

to establish and maintain 
Northwest. Yours truly, 


° LIAT 1 


STEWART & HOLMES 
4 ‘ 
A. FRANK RICHARDSON, New York, Chicago, London 


S. P. WESTON, in charge Advertising 
JAS. D. HOGE, Jr., Manager 


DAILY, 12,000 SUNDAY, 15,000 WEEKLY, 17,000 
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There was a clergyman in a Long Island village 
who suffered from dyspepsia to such an extent that 
it positively seemed sometimes as though his doc- 
trine was not sound. It was, however, only a stom- 
ach trouble, and had nothing to do with the mind. 
Being convinced of this, one of his parishioners, a 
lady, presented him with a small quantity of Ripans 
Tabules and the relief he experienced was such that 
all the congregation noticed an improvement, and 
now, although his salary is small, this clergyman and 
his wife devote a portion of it to keeping the medi- 
cine closet stocked with a suitable supply of Ripans 
Tabules. Doubtless there are many cases where 
what has been thought heresy was in fact nothing 
more nor less than dyspepsia, and Ripans Tabules 
cure dyspepsia. One gives relief. 


A NEW STYLE PACKET CONTAINING TEN TABULES IN A PAPER CARTON (WITHOUT GLASS) 
18 NOW FOR SALE AT SOME DRUG STORES—FOR FIVE CENTS. 
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THE a aon 


The ~ idard has branch offi m4 
Butte Semon ula and Great Fs alls. pe a 
ing rate will be furnished on applicatic 


Printers’ Ink of New York City : 


“The leading au- 
thority in the United 


States on newspapers 
as ady ertising medi- 
ums.” 


LOSSES | 


The Anaconda Standard guarantees its 

verti aid circulation, 

and Sunday, three times greater 

than that of any other newspaper pub- 

lished in Montana. Advertising contracts 
will be made subject to this guarantee. 
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The People 


are buying the 


Toledo —= 


Commercial 


published every morning, Daily and 
Sunday, because they get all the 
news fresh and because they know 
it is the most complete and reli- 
able that is to be had. 


YOU WANT fotevo. we Have IT. 
YOU BUY tae‘ “commerciat” AND 
wea SS GET WHAT YOU CONTRACT FOR. 
We are not selfish, but willing to 
take you into the family to enjoy a 
share of the good things to be had 
at the home circle. The cost is 
small. We shall be pleased to tell 
you how much. 
THE TOLEDO COMMERCIAL, CO. 


W. E. SCOTT, Eastern Representative, 
American Tract Society Building, New York. 
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On Wheels! 


Six Miles 
of Cycle Path 
built by 


ST. LOUIS 


«jt is the official 


Cycling Organ 
of the West 


For our 1897 Model rates 
I see EIKER BE 


148 Tribune Bldg., New York City. 
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BEST LIKED 


WHERE 


BEST KNOWN 


is the title of my booklet just issued, which is de- 


voted entirely to my own city. It illustrates that 
my inks are best liked and best known in my own 
bailiwick. During the year 1896 I received 11,669 
orders and 6,032 of them came from New York City. 
This is a showing which no other ink house can 
boast of, and especially when every order was accom- 
panied by the cash, otherwise I would hold on to 
the foods. I carry on stock every shade and grade 
of ink ever known and will sell a %-pound with as 
much alacrity as I would a 500-pound barrel. I de- 
liver the %-pound can to the waiting messenger 
with even more alacrity. My job inks are the finest 
under the sun and are sold at 25 cents a 4%4-pound 
can, with the exception of Carmines, Bronze Reds 
and Fine Purples. For these I charge 50 cents a 
\%4-pound can. My news ink is the best in the world 
and is sold in 25-pound kegs at 6 cents a pound and 
in 500-pound barrels at 4 cents a pound. It can be 
made to work on any style or speed of press, from 
the old Washington hand-press to the fastest web 
press ever built. If my goods are not found as rep- 
resented I buy them back and pay all freight charges. 
Price list and booklet sent on application. Address 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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CHANGE OF RATES. 


Hee 
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The rates for advertising in the: 


Vickery & Hill List 


at present are $6.00 a line, with discounts of 5, 10 
and 15 per cent for 3, 6 and 12 months. On April 
1st the rate is $6.00 a line, with no discounts for 
time or space except for half or whole pages. Send 
in your order now for a year to get the old rate, 
or, if you are an old advertiser, have your contract 
extended for one year. Ask quick. 


THE VICKERY & HILL CO., Aucusta, Me. 


Cc. E. ELLIS, Advertising Manager, 
401-402-403-404 Temple Court Building, 
New York City. 
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American Woman 
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Joun F. Hitt Co., of Augusta, Me., publish the 
‘AMERICAN WOMAN,” a handsome 28-page 
monthly, with a guaranteed circulation of 250,000 
copies each issue. Advertising rates, $1.00 a line, 
fisplay or reading, measured agate. Special rates on 
quarter, half or whole pages. The April issue has a 
very liberal number of representative advertisers. 
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Cc. E. ELLIS, Advertising Manager, 
4°1-402-403-404 Temple Court Building, 
New York City. 
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Age, High Character, 
| National Reputation, 
Great Circulation, 


Unbounded Popularity, 
Public Confidence 


Count for Anything, 


There is 
Hi N no Advertising 
More Productive, 


More Economical, 
More Far-Reaching, More Desirable 


Than that afforded by 


the different editions of 


The Detroit 
Free Press. 


In Typographical Appearance 
unexcelled by any newspaper. 


The Leading General Advertisers 
use The Free Press continuously. 


It will prove a good medium for you. 


a 


For Information and Estimates address 
R. A, CRAIG, Eastern Manager, 
41 Times Building, New York, or 
The Detroit Free Press, Detroit, Mich. 
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Newsnet VeWsPAPye 7 
INT “THE PLAIN TRUTH. 
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** Princess of the Plains.’’ 


f 
| 
= a TUB... 


Wichita Eagle 


PRINTS 


10,000 to 12,000 


COPIES DAILY. 


It never resorted to any schemes to boom its circu- 
lation, to be followed by a collapse. Its subscription 
list is made up of CASH SUBSCRIBERS. 

It don’t have any D. H.’s on its list. It has no 
local advertising solicitors. It is a live, up-to-date, 
progressive and aggressive daily. Is growing greater 
each successiye year in the hearts of its constituency. 
It adds new ni ames to its list each mail. It has a field 
of its own, and is ‘‘ Monarch of all it surveys.” 

It is published in the only actual wholesale city in 
the State. 

These are some of its achievements, accomplish- 
ments and virtues. 

Intelligent advertisers know what value to place 

gi a publication of this kind. 


PBA AABAA Oe 








nn er . 
nelle ee 

















PRINTERS’ INK. 


To Appear 
Quarterly 
Henceforth. 


The American Newsparer Directory for 1897 
will appear June 1. The Directory will be revised 
and reissued September 1 and December 1, 1897, and 
regularly thereafter once in three months—March 1, 
June 1, September 1 and December 1, 1898. Forms 
will close August 1, November 1, February 1 and 
May 1, and always one month in advance of the 
date of issue. Corrections will be made daily as 
authenticated information is received or obtained. 

The price of the AMerIcAN NewspaPER DtReEct- 
ory will be $5, as heretofore. For $25, if paid in 
advance, subscribers may receive all the four issues 
of the Directory of a year and Printers’ Ink (issued 
weekly) for one year, thus having always the latest 
information, and in consideration of the payment 
($25), strictly in advance, the subscriber may have 
the privilege of applying to the office for special 
confidential reports whenever wanted. Address 














orders to 


GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 
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who has traveled in tne 
West and they will tell 
you that they saw . 


The Salt Lake | 


Tribune 


.+.Everywhere.... 





Largest circulation between 
Denver and San Francisco. 
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The Pittsburg cars are a very com- 
plete system. Pittsburg itself isa good 
field for advertising, and street car 
traffic in Pittsburg, as in most towns 
where a great deal of general business 
is done, is heavy. Even the Pittsburg 
smoke doesn’t obscure the street car 
cards, and the business done from the 
street car advertising which is carried 
in the Pittsburg cars is always very 

‘ood. 

Most of the street car advertising in 
Pittsburg is controlled by Messrs. 
Gero. KIssaAmM & Co., which of itself is 
a good reason why it should be success- 
ful, their system of perfecting detail 
and organizationegoing far to make 
street Car advertising successful in many 
cities where results would otherwise 
not be very brilliant. 

In addition to Pittsburg, the street 
car advertising in many of the sur- 
rounding cities, such as Beaver Falls, 
New Castle, Sharon, Creensburg, 
Rochester, etc., is controlled by them, 
and this belt, with a perfect system of 
street car advertising—the interests of 
which are looked after by Messrs. 
Geo. Kissam & Co.—is admirably 
adapted to a complete plan of public- 
ity covering a large circulation capa- 
ble of giving large returns. I show 
herewith the cards of some of the old- 
est. most persistent ancl most success- 
ful street cars advertisers of the city of 
Pittsburg. 
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Loew Se cee teutes im, 
But do not look so 











Heinz, the pickle man, whose home 
is in Pittsburg, is well known all over 


the United States, and uses the strect 
cars in most of the principal cities of 
America continuously. 

Some of his best advertising has 
been done in the street cars, and 
great deal of his trade created throug) 
it. 

Heinz & Co.’s pickle factory is now, 
perhaps, the largest in the United 
States. 

From small beginnings, by continu- 
ous advertising, a great deal of whic! 
has been done in the street cars, an 
immense business has been built uj 
and to pickles they have added bak« 
beans, with tomato sauce, and othe: 
table delicacies. 

These articles are now very widely 
sold, and scarcely a grocery store it 
America, in the smallest town, but ha 
one or more of Heinz’ articles in stock 

Even in towns where there are n 
street cars the advertising which is 
done elsewhere in the street cars shows 
its effects. 

People who read the street car cards 
in winter go into small towns for the 
summer, and sometimes vice versa 
Here they recollect the good things 
they have seen in the street cars, and 
ask for them till they get them. Th: 
articles once introduced, if they have 
merit, extend their sales, and there we 
are. 

This is how Heinz’ pickles, beans 
etc., have become a standard article of 
diet, and how such a large and flourish- 
ing factory has been built up in one of 
the last places one would have thought 
to have found a food factory—viz., 
“Young Reekie.” Qf course, du 
credit must also be given to their other 
methods of obtaining publicity, but 
of that elsewhere ; not in an article on 
street car advertising. 

The card I show is not one of the 
best, but gives the general style of 
advertising, and shows the pickle and 
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the trade-mark, which are the chief 
thines, I suppose, they think. 

Here are a couple of cards of R. 
Siedle & Sons about watches, which 
are in something of a new vein and 
seem to have hit ona happy idea in 
watch repairing advertising. 





= @) For Pity’s Sake 


Take me down to SIEDLE’S, pay 
them Two Dollars, and qet 
me Repaired and insured 
one year 
AS - » now, | goonly when this 
r goes. . if your Watch is 
S the same condition, go to 


R. Siedle.& Sons, 


No age Fifth Ave. Pirtsburg 








The ‘‘ pome” doesn’t interest me as 
much as the plain prose one which 
says what it means without so much 
circumlocution. The picture of a 
watch, too, must attract the attention 
of the reader. 





A vast throng was surging before the door. 

Of Siedie’s well known Jewelry Store 
interest was written on every face. 

As they gazed intently at the selfsame place 
Do you want to know what the crowd allured? 


SIMPLY THIS SION. 


Is YOUR WATCH J[NSURED? 


| We Pe few Be cemee 


| Peseta 


The ‘‘ Ward’s Fine Bread” card I 
cannot conscientiously recommend for 
imitation. Of course, it attracts at- 
tention, but it can’t sell much bread. 
It doesn’t tell enough about what kind 
of bread it is, how it is made, what it 
costs, where it can be got, and a hun- 
dred other things the consumer would 
like to know. 


R. SIEDLE & SONS. 
54 FIRM Averue 





PAT 


went away on his holiday -yacation. 
+ But soon returned “with a took “of 
venation ; 
1 went too far away, he said. 
Divil the boite did } get of _ 


Ward's Fine Bread. 


~ Se | came back. home— 
Be Jabers! 
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Still, ‘‘ Ward’s Fine Bread’”’ is an 
institution in Pittsburg. Mr. Ward may 
think that all he has to do now is to 
keep his name before the public, think- 
ing that pure publicity is all that is 
needed. But my private opinion, be- 


tween you and me, is that this is a 
little too absolutely pure to do him 
much good, 





One of the most beautiful and effect- 
ive street car cards I have seen in a 
long while is that of a local firm which 
sells the Welsbach Light, viz., W. H. 
Glenny Sons & Co. This card I re- 
produce herewith as a ‘‘brilliant’’ 
example of a beautiful and striking 
card. In the first place the lettering 
is about perfect. The composition of 
the whole is well-balanced. The gen- 
eral idea is a good one ; of the word- 
ing there is just enough, no more, and 
what there is of it is effective and 
convincittg. I should think the Wels- 
bach Light would need a good card 
in such a city of electricity as Buffalo, 
and they have certainly got it. I un- 
derstand that Messrs. W. H. Glenny 
Sons & Co. are having a well-earned 
success, and that spite of that immense 
power tunnel whose thunder I should 
think would be continually roaring in 
their ears, they are losing no sleep o’ 
nights, but are selling enough lights 
to make old Niagara turn green with 
jealousy. 

It is interesting to look back to the 
beginning of street car advertising, 
which most of us can remember, and 
compare the first street car cards in all 
their crudeness to what we consider 
the finished product of today. Yet 
who knows what the next fifty ygars 
may bring forth? At that time we 
may be in the midst of undreamed 
of methods of street car advertising. 
Perhaps electric cards will flash their 
messages to us in colored letters and 
kaleidoscopic colors, while we sit and 
link at them, vainly endeavoring to 
be blind to their brilliancy. 

A little tube placed conveniently 
close to our ear as we lean in our seat, 
may tell us in wiry whispers to take a 
can of Heinz’ pickles home, or pain- 
fully explain to us the virtues of 
Ward’s Fine Bread, while the kineto- 
scope may enroll before our eyes a 
bewildering succession of pictures of 
pickles, Irishmen and loaves of bread. 
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“THE PEOPLE’S 
DIRECTORY” 


In every city is the advertising 
ES ee ae 


STREET CAR 


Here you will find where to get the things that other 
people have tried and found good. Otherwise it wouldn’t 
pay to advertise them. Here you may look for the flour 
to make cake, the baking powder to raise it, the various 
_articles of household use, or of dress, the knick-knacks 
needed by everybody, the requirements of every-day 
civilization, Whatto get. Where to go to get it. 


For a small sum monthly you can list your goods in 
the “ People’s Directory,” and make them known to 
thousands of buyers. By doing this you would be but 
following the example of America’s greatest advertisers. 


a 


GEO. KISSAM & CO. 
253 Broadway, New York. 
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The largest advertising office on a 
single floor in the world. 


Sixteen fully equipped branch offices 
in principal cities. 

The best appearing cars anywhere. 

The most perfect system. 

The greatest business in 


Street Car 














Advertising 





The 4inest “L” road advertising 
(there are no others). 


Continuous patrons of years’ standing. 


Street car advertising of THE KIND 
THAT PAYS. 


Ein SAR 
GEORGE KISSAM & CO, 


253 Broadway, New York. 
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Get Your Advertisement Right, 


There are many difficulties to be overcome 
in doing successful advertising. The advertise- 
ment should be attractive so that it may be 
seen. It should have a good position so as to 
be more likely to be seen. It should go into 
papers of high character so as to get the im- 
plied indorsement that such a paper imparts to 
all matter seen in its columns. It should go 
into papers of great issue so as to reach as 
many eyes as possible, and finally it should be 
so worded as to make it probable that when it is 
read by any one likely to want the thing adver- 
tised he will be moderately certain to wish to 
examine or learn more about the particular sort 
that the advertisement he is reading is directing 
his attention to. Many well displayed and well 
placed advertisements have only the effect of 
convincing the reader that—whatever he may 
want—he does not want the thing about which 
he is at the time reading in the well displayed 
and well placed advertisement before him. 
When preparing your advertisement ask your- 
self this question: If I wished to buy goods of 
this variety, is this the sort of advertisement 
that would be likely to take me to the store 
where they are sold? If it is not of that sort, 
then it is probably all wrong and a money- 
waster instead of a money-maker. Get your 
advertisement right before you spend money 
for printing it. If you cannot get it right, 
write to us and we will help you. 


THE GEO. P. ROWELL ADVERTISING 00. 
10 Spruce Street, New York. 
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